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+‘ Go right ahead, gen- 
tlemen. Make your con- 
tracts and push your 
business.” 

This war is simply a bit. of 
exercise which will result in 
the quickening of the national 
blood. Vigorous, wide-awake 
business men will clutch the 
current opportunity to make 





money. 


Advertisements in Comfort 
are like Dewey’s guns—they 
carry far and land in : 
the right place. Over 
Six Million readers await § 
the next issue of 
this excellent fam- 
ily paper. 

All general ad- 
vertising agents represent ComMForRT. 


W. H. GANNETT, Publisher, Augusta, Maine. 


Boston Office: New York Office : Chicago Office : 
John Hancock Building, Tribune Building. Marquette Building. 
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A JOURNAL 


ENTERED AS SECOND-CLASS MATTER AT THE NEW YORK, 


NEW cles 


nt, | thd ARGUMENT. 
ty Joseph Hamlin Phinney. 

A strong, well-drawn illustration, 
conveying at a glance the advertising 
idea intended, is at once the strongest, 
the most direct, and consequently the 
highest type of the advertising art. As 
the “eye is the window of the soul,” 
so is italso the quickest acting medium 
for the transmission of one man’s 
thought to another man’s mind. The 
Phoenician sage and student stored 
their minds with many a since lost 
treasure of science and art through the 
study of manuscripts made graphic by 
drawn figures. A modern instance of 
the powerful appeal a picture-written 
language holds forth is brought to our 
attention by the magazine articles of 
Mr. Flint, in his revelations of the 
“Hobo” fraternity who possess and 
practice a hieroglyphic correspondence 
at once simple and graphic. I briefly 
mention these facts to bear out my be- 
lief in illustrative advertising. A pict- 
ure appeals to all classes, races and 
languaggs, irrespective of culture or 
intellect, even if the type matter be in 
a foreign tongue; and if the illustra- 
tion catches the eye and conveys an 
idea to the reader that the article ad- 
vertised by that picture is necessary to 
his comfort and well-being, he will in- 
vestigate where this article can be pur- 
chased. I have personally seen an 
example of this. A prominent pro- 
prietary medicine concern of world-wide 
advertisement once received a letter 
from the interior of China containing 
an English pound note and asking them 
to send the money’s worth of the arti- 
cle, which had been seen advertised in 
the New York Hera/d, which had, in 
some way, got into that country. The 
attention of a prominent native had 
been called to the subject by the pict- 
ure of a man scratching his leg, and as 
he had been suffering for years with 
what that picture represented, he pur- 
sued his investigations through the 
services of a missionary until he ob- 
tained the desired advertised article. 
This would never have been the case 
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had the advertisement been in type 
alone, and it is more than an even 
chance that, had it been in type, even 
in his own language, he would not have 
gone to the trouble that he did. 

There is a great field, yet untilled, 
in the way of pictorial class advertis- 
ing. By that I mean subdividing or 
classifying the various mediums, such 
as the agricultural, sporting, religious, 
artistic, literary, etc., and having a sep- 
arate series of strongly illustrated ad- 
vertisements to appeal to each class to 
whom these cater. Of course it would 
be necessary to have the co-operation 
of specialists in each class. 

I am also a great believer in con- 
temporaneous pictorial advertising. If 
I were advertising an article of possi- 
ble universal consumption, I would 
address myself directly to the “ toiling 
millions” and would have strong illus- 
trations of suck familiar types as police- 
men, postmen, gripmen and, in fact, 
the thousand and one types of human- 
ity with whom we come in contact in 
our daily life, and I venture to say that 
directly any of these classes saw an il- 
lustration of their calling in connection 
with an advertisement, they would of 
necessity become, not only themselves 
interested, but all their family and their 
immediate circle of acquaintances. 
This applies as well to bicyclists, golf- 
ers, soldiers and all classes that happen 
at the moment to be in the public eye. 
Permit me to say that this general idea 
is now being admirably carried out by 
the little “ tabule ” of cabailistic initials. 

I do not believe in group pictures. 
One object in a picture, and that drawn 
to the utmost width of the space to be 
occupied (within certain limitations), 
individualizes the idea; concentrates 
and crystallizes the attention; while, 
in my judgment, groups divide the in- 
terest. I think the “Sozodont” girl 
confirms this statement, 

I have been asked whom I consider 
the most competent to draw striking 
pictures for advertising work. I say, 
without qualification, newspaper artists. 
They, coming in contact daily with all 
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phases of life, are better competent to 
put the touch of that life into s¢heir 
pictures than the artist who sits in his 
studio, drawing such ideas as are placed 
before him and bound, to a certain ex- 
tent, by rules of previous training. 


aie 
HAVE THE COURAGE OF 
YOUR CONVICTIONS. 
By Frank A. Munsey. 

Most men, it seems to me, are too 
much afraid of making mistakes. I 
like men who make mistakes, who have 
the dash, the energy, the warm blood in 
their veins, to make mistakes. Every- 
thing in life is more or less of a gamble. 
Timidity never accomplished anything 
in this world. Faith is the mainspring 
of enterprise. Mistakes make the game 
interesting. They lift it above the dead 
level, stimulate imagination, and keep 
hope young. 

More good thoughts have perished 
than have ever seen the light of day. 
It is the easiest thing in the world to 
reason the merit all out of a new idea. 
The man who “gets there” is the man 
who has the courage to make the 
plunge when the thought is fresh in 
his mind—to strike while the iron is 
hot. Ideas, like time and tide, wait 
for nobody. They must be taken at 
the flood. The man who attempts to 
argue all the way to the finish is lost. 
Difficulties are at their worst in the 
perspective. The plunge is the vital 
thing—the beginning, the life. Faith 
and experience will take care of the 
rest. The world’s real benefactors are 
its brave men, the men who have the 
soul to do and to dare, to risk every- 
thing, fortune, reputation and life. 

I don’t believe at all in the sure 
thing theory; I don’t believe at all in 
the theory of getting something for 
nothing. The man who seeks big ‘re- 
wards should take big chances, should 
give up an ample equivalent in brain 
force, thought, energy, money, for 
everything he gets. The man who 
rises above the surface makes no end 
of mistakes; the drone, alone, makes 
no mistakes. 

One of the worst mistakes the world 
makes is its horror of making mistakes. 
This very thing is one of the greatest 
possible menaces to intelligent, consci- 
entious legislation. The legislator is 
so trammeled by the feeling that he 
must never make a mistake, that he 
must always be consistent, that a large 

e of his value to the State is 
The straightjacket of public 








lost. 





intolerant 
public opinion, that does not allow its 
representatives the freedom of the man 
of affairs, blocks the wheels of pro- 
gressive, business-like legislation. The 
lawyer and the doctor and the business 


opinion, narrow, unwise, 


man make mistakes. Why, then, 
shouldn’t the legislator make mis- 
takes? Why shouldn’t he vote to- 
morrow to repeal the act for which he 
votes to-day, if to-morrow brings him 
additional light upon the subject, if to- 
morrow’s experience demonstrates to 
him that his reasoning of to-day was 
wrong? Imagination does not carry 
with unerring accuracy. Experience 
alone determines whether a thing is 
right or not. 

There are certain eternal principles 
that enter into the wise conduct of 
business—certain lines that must win 
out. Get your business on these lines 
and hold strictly to them, regardless of 
what this one or that one may say, re- 
gardless of what is or what has been, 
and hold to them with the faith and 
the grasp that know no weakening, 
and you will win out. 


SHOP MOTTOES. 


—Fair dealing is the best drummer. 

—To sell well is to suit the customer. 

—What we claim to do we guaran- 
tee. 

—Our goods go before the dust col- 
lects. 

—We only proffer advice when it is 
asked. 

—To be ahead and keep ahead is 
our aim. 

—This store is the customer’s Lib- 
erty Hall. 

—AMisrepresentation inflicts its prop- 
er punishment. 

—-Advantages given to a customer 
always repay us. 

—wWe covet for our goods a search- 
ing examination. 

—Wée strive to have no vacancies in 
our assortments. 

—We seek profit when we buy, more 
than when we sell. 

—Onur clerks will serve you without 
soliciting a purchase. | 

—oOnur store does not fear the most 
stringent comparisons. 

—The buyer ought not to give us his 
money until we suit him. 

—Look leisurely ; we ask no sudden 
nor thoughtless purchase. 

—There is a pleasure in catering to 
your most exacting wants. 
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The Little Schoolmaster 
in the Art of Advertising, 
to celebrate the Tenth 
Anniversary of his birth, 
will issue a 


JUBILE 
NUMBE 


on the 6th day of July. 
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ADVERTISING RATES 
FOR THE JUBILEE NUMBER ABOVE ANNOUNCED: 


Classified Advertisements (no display), 25 cents a line. 
Displayed Advertisements, 50c. a line, or $100 a page. 
Special Positions, 25 per cent extra, if granted. 
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DIFFERENTIATION. 


Strange what a difference there should be 

*Twixt tweedledum and tweedledee. 

In Stanley Day’s Advertisers’ Guide 
for June the inconsistency of rates is 
illustrated by numerous quotations 
for the insertion of advertising matter 
to be classified or to take the run of 
paper on yearly contract. The first 
sort is dearer than the other in most 
cases, but in some a precisely opposite 
idea prevails. For a day or a week 
the rate for the classified position is 
almost universally cheaper. 

Note these four examples where 
classified advertisements are inserted 
by the year at something less than run 
of paper rates. 

CIRCULATION EXCEEDS 12,000 COPIES. 

The Denver 7%mes charges $7.95 for 3 lines 
classified and $56.16 for 8 lines display 1 year, 
or $5-37 per line a year less for classified than 
display. 

CIRCULATION EXCEEDS 19,000 COPIES. 

The Omaha weekly See will run 3 lines 
classified for $18.72 or 4 lines display for 
$37.44, or $3.12 per line a year in favor of the 
former. 

CIRCULATION EXCEEDS 40,000 COPIES. 

The Newark, N. J., Mews will accept an ad 
to go under a classified heading for $10 a line a 
year, but if placed in the display columns, 
$18.72; or youcan run a_ two-line adlet one 
year for $20 ; but if you offer the same space, 
624 lines, for a single insertion they charge 
$62.40. 

CIRCULATION EXCEEDS 65,000 COPIES. 

The St. Louis Star charges $65.70 for 3 lines 
classified under “ medical,’ but asks $131.38 
for 4 lines display, run of paper; more incon- 
sistency. 

On the other hand note that the fol- 
lowing papers charge much more for 
the classified column than for run of 


paper : 
CIRCULATION EXCEEDS 2,000 COPIES. 
The Leadville Herald Democrat will place 
4 lines display 1 year for $22.05, but for 3 lines 
classified they charge $51.52, display being 
$5.51 and classified $17.17 per line a year. 
CIRCULATION EXCEEDS 2,000 COPIES. 
The Dallas 7imes-Herald charges $24.00 for 
4 lines display one year and $48.00 for 3 lines 
classified. or $10 a line more for the latter 
being $4.00 a line in excess of the total charge 
for display. 
CIRCULATION EXCEEDS 4,000 COPIES. 
The Montgomery Ala. Advertiser charges 
$78.00 for a 3-line classified advt. 1 year but 
will run one inch display 1 vear for $70.20. 
Classified business is invariably the lowest in 
price and the inconsistency in this instance is 
too apparent at a glance. 
CIRCULATION EXCEEDS 4 000 COPIES. 
The San Antonio £.xrfress charges $32.00 for 
4lines display 1 year and $84.70 for 3 lines 
classified, or y Bag per line in favor of display. 
CIRCULATION EXCEEDS 4,000 COPIES. 
The Virginian and Pilot, Norfolk, Va., 
charge $56.16 for 3 lines 1 year in classified col- 
umn, but will run 4 lines display for $20.57. 
Can any one tell me why one is worth $13.58 
per line more than the other ? 
CIRCULATION EXCEEDS 6,000 COPIES. 
The Sacramento Record-Union charges 
$84.70 for 3 lines classified 1 year, but takes 4 
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lines display for $28 

for classified than 
CIRCULATION EXCEEDS 7,000 COPIES. 

The Lincoln State Journal charges $48.86 
for 4 lines display 365 times, but wants $62.42 
for 3 lines classified, a difference of $8.60 per 
line. 

CIRCULATION EXCEEDS 8,000 COPIES. 
The Salt Lake 7rzbune will place for 1 year 
4 lines display for $28.23, but for three lines 
classified asks $86.10, or the outrageous differ- 
ence of $28.70, being 47 cents per line in ex- 
cess of the total charge for the former. 
CIRCULATION EXCEEDS 10,000 COPIES. 

_ The Topeka Cafital charges $62.40 for 3 
lines classified one year, but for 4 lines display 
$24.96, or $14.56 per line more for the former, 
or $8.32 per line over and above the total cost 
of $6.24 for display. 

CIRCULATION EXCEEDS 10,000 COPIES. 

The Nashville, Tenn., American charges 
$65.70 for 3 lines classified one year, but will 
run 8 lines 2 for $73.00; the former cost- 
ing $21.90 and the latter $12.78 per line per 
year, a difference of $9.12 per fine in favor of 
display. 

CIRCULATION EXCEEDS 22,000 COPIES. 

The Kansas City Journal charges $101.92 
for 4 lines display for one year and $109.48 for 
3 lines classified, or $11.01 a line a year in 
favor of display space. 

CIRCULATION EXCEEDS 23,000 COPIES. 

The Ohio State semi-weekly /ourna/ charges 
$10.80 for 3 lines display, but wants $15.60 for 
the same space if classified. Upon what princi- 
ple they can claim classified to be worth 50 per 
cent more is an enigma. 

CIRCULATION EXCEEDS 36,000 COPIES. 

The St. Paul Dispatch charges for 4 lines 
— one year $62.38, but for 3 lines classi- 
fied $113.50, a difference of $22.24 a linea year 
in favor of display. 

For the purpose of illustrating how 
little character or quantity of circula- 
tion has to do with the rate of charge 
for either position, the circulation ac- 
corded to each paper in the June issue 
of the American Newspaper Directory 
is given in each case. 

All of this goes to show, what most 
advertising agents quickly learn, that 
advertising rates are not fixed by value 
but adopted on the well-known com- 
mercial principle, “Make the rate 
what the traffic will bear.” Every pub- 
lisher arranges his rate card in the way 
he believes or hopes will bring most 
money to his till. 

Many newspaper men believe ad- 
vertising space to be a commodity 
that costs nothing and is worth noth- 
ing. Many unsuccessful advertisers 
agree with them in the second theory 
but know to their sorrow that the first 
proposition is erroneous. 

Successful advertisers study the 
idiosyncrasies of newspaper men and 
snap up a bargain when it is offered, 
but are too wise to waste time in in- 
structing their neighbors, whether ad- 
vertisers or publishers. 

— OO 

Keep your advertisements as fresh as your 

goods.—Binner. 


57, OF $14.03 per line more 
splay. 
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How “all the news that’s fit to 


print” is appreciated. 


To the Editor of The New York Times: 
Being a Republican of the strictest sort, it 
may seem curious that I have become a con- 
stant reader of your daily. I have found 
THE TIMES so patriotic, so sound and en- 
lightened during these times of war, that I 
must express to you my profound gratitude 
for the position of THE Times. I ain sur- 
pris d at the breadth, learning and soundness 
of THE Times’ editorials. I regard THE 
TIMEs to-day by far the ablest of the great 
New York dailies. I feel like thanking God 
for THE NEw York Times of the present. 
HANNIBAL SMITH. 
Watertown, N. Y., May 30, 1898. 


In many thousands of the best 


homes of New York and Brook- 


lyn Tue New York Ties is 


the only morning newspaper ad- 


mitted. 


The New York Times 


““All the News That’s Fit to Print.’’ 
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The Fourth Estate, NW. Y., says: 


“The New York Commercial Advertiser 
has inaugurated a series of illustrated 
supplements that have attracted wide 
public attention to this progressive 
family newspaper. Lust Saturday’s issue 
contained a double-paged picture of the 
battleship Iowa, which for accuracy of 
detail and perfection in drawing has not 
been equaled in any of the daily or 
weekly newspapers. 

‘* The front page was taken up with an 
excellent picture of Lieutenant-Colonel 
Roosevelt, mounted on a spirited horse. 
The two inside pages were devoted toa 
vivid, stirring account of the battle of 
San Juan, written by an officer of the 
Iowa, with illustrations. 

‘*So great was the popularity of this 
issue that the edition was exhausted and 
a supplementary edition had to be 
printed,” 





The 
~commercial.. 


Advertiser 


Published Every Afternoon Except Sunday. 


29 Park Row, New York. 
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BUSINESSES INADEQUATELY 
ADVERTISED. 


NO. XVII.—CHILDREN’S TOYS. 


Sometimes a department store will 
advertise toys during the yearon spe- 
cial occasions. Of course all of them 
do for weeks previous to the advent 
of Santa Claus, but has it not occurred 
to any one yet that children need, and 
are interested in, toys all the year round; 
that their birthdays, on which they 
naturally expect presents of toys from 
their parents and relatives, are coming 
at all seasons, and therefore that a 
child’s need of toys is not confined to 
Christmas or Easter, but rules alike 
from January to December? 

It is a peculiar fact that people who 
deal exclusively in toys seldom adver- 
tise them in the daily papers, except, 
perhaps, for a day or two prior to 
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IS IT YOUR CHILD’S 
BIRTHDAY ? 


Why not make the little one happy 
with a new toy? Something serv- 
iceable and pleasing, but not too 
expensive. 

We have a large variety of toys 
suitable for either sex. All well 
made and durable, at very low 
prices. See our Toy Bazaar. 
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THE NOAH’S ARK, BOND ST. 
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Christmas. I maintain that the ne- 
cessity for advertising them exists all 
the time, spring, summer, fall and win- 
ter. In alarge city like New York 
every day in the year is the birthday 
of hundreds of boys and girls—prob- 
ably thousands. In the case of 
younger children it is a good old-fash- 
ioned custom to give them toys on 
such occasions. Consequently there 
is a permanent demand for these 
means of innocent amusement, but no 
dealer seems to make a bid for the 
trade. In fact, toys are seldom men- 
tioned in ‘ads except around Yuletide. 
I feel reasonably sure that a large 
quantity of children’s toys are bought 
and sold in this city every week-day in 
the year. Advertising might not in- 
crease the demand, but it would cer- 
tainly divert it towards the stores ad- 
vertising. People who come to visit 
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relatives in the = generally feel it 
incumbent upon them to buy the 
younger members of the family visited 


|] Toys 


TOTS! 


You can keep the little ones in 
good humor by providing them with 
Interesting playthings. In our estab- 
lishment you will find toys suitable 
for children of all ages and both 
sexes. Good, strong, serviceable 
and up-to-date toys at very reason- 
able prices. Bring the children to 
see our Toy Bazaar. 


The Noah’s Ark, Bond St. 


something in the way of a souvenir. 
This usually takes the form of candy 
or toys, with the preference for the 
latter as being more permanent. Here, 
again, is another fruitful source of 
custom! But how will anybody—and 
more particularly a stranger in town— 
know where the best and cheapest 
toys are kept unless advertised ? 
Don’t let the excuse be that adver- 
tising is too costly. There is a very 
large profit on toys, one that should 
leave a reasonable margin for news- 
paper advertising with the view of 
increasing trade. There is a very ex- 
tensive field to draw trade from, too, 
and the toy dealer who first starts a 
campaign of advertising, and keeps it 


 piistirolech Gtpectostine 
Dolls ! 

: All sizes and all prices, in wax, 
wood, leather or composition. Dolls 
that wink and go to sleep, dolls that 
THE NOAH’S ARK, } 

> Bonp STREET. 
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up, is likely to attract a vast and 

steady business to his store, notrenly 

from city people, but from the num- 







3t 


speak and cry. All strongly and 
durably made. A variety of cos- 
tumes from the plainest to the most 
fashionable. Largest and cheapest 
doll house in the city. 
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berless thousands that come into town 
daily from outlying districts on shop- 
ping bent. Not unusually toys are 
one of their chief wants, as the stock is 
generally limited in country places, 
and the prices high. 

Taking the population of Greater 
New York and surrounding districts 
at about five millions, and counting 
merely one-tenth of this number as toy- 
using children, we find that fully five 
hundred thousand children require sup- 
plies of toys during the year. There 


Make Children 
Happy 


by bringing them to our store and 
showing them the wonderful assort- 
ment of toys we have here for their 
delight. Every variety of toy for 
boys and girls of all ages. Made for 
serviceable durability. We have the 
largest, best and cheapest stock of 
children’s toys in town. Come and 
see our Toy Bazaar. 


THE NOAH’S ARK, 


Bonp STREET. 


is a field that should yield an im- 
mense business, and it we// yield it if 
anybody goes about it the right way, 
and gets rid of the foolish idea that 
toys-are only saleable around Christ- 
mas time. 

What applies to New York applies 
to every other city, large and small. 
Although the trade would not be so 
big, neither would the cost of adver- 
tising be so much. Some few exam- 
ples of possible toy ads are herewith 
presented. They can be set in one or 
two inches, single column. 

Joun S. GREy. 


—___—_+or > 
A BOOMERANG AGITATION. 

These are days in which people are buying 
where they can buy cheap. They don’t care a 
fig for commercial ethics ; they never trouble 
themselves as to where a department store gets 
its goods, nor how; they revel in bankrupt sales 
and dote on bargains. ‘Cheapness captivates 
them, and when alleged law-makers and mer- 
cantile associations are rising up in arms, de- 
manding the suppression of the department 
store, and basing their demands upon state- 
ments that department stores undersell legiti- 
mate dealers, the people, it can be depended 
upon, will be found at the department store 
early and late. The department store needs no 
better advertisement. If such a store’s prices 
are at cost, well and good ; if below cost, better 
still ; the cheaper the better, is the public’s de- 
mand, and no one.can deny that the department 
store does all it can to meet it—Dzry Goods 
Chronicle, New York City. 
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VERY GOOD INDEED. 
CIRCULATION STATEMENT OF SAN FRAN- 
CISCO DAILY BULLETIN FOR THE MONTH 
ENDING MAY 31, 1898. 





aTT ' 1,041,791 
Average daily circulation, 40,061. 


ADVERTISING THE BIBLE. 

A movement is on foot in Chicago to adver- 
tise the Bible just as patent medicines and oat- 
meal are advertised. Money has been raised 
by some earnest church workers of that city for 
the purpose of plastering rocks, dead walls, 
billboards and the interiors of street cars with 
Bible verses and quotations from the good 
book. Mr. A. E. Standen, who has been 
chosen head of this new departure, was former- 
y a traveling salesman employed by a firm 

ealing in dry goods, but he became imbued 
with religious fervor to such an extent that he 
gave up his position in order to devote himself 
to church work. It was at his suggestion that 
money was raised for the purpose of propagat- 
ing knowledge of the Bible by means of patent 
ad methods. He is employed now at a regular 
salary to see that the work is done thoroughly, 
and already about $30,000 has been raised to- 
ward making a good showing on the billboards. 
The church people who have the project in 
hand style their organization ‘‘ The Universal 
Text Display Association.” Its headquarters 
will be in Chicago, and it is proposed to extend 
branches all over the United States. Litho- 
graphs will be used as well as the big paint 
brush, and some handsome and elaborate work 
of the Ye theatrical lithographic poster 


order will be the result—London Edition 
Printers’ Ink, 
en ed 
TO-DAY. 


To-day advertising has become a definite, 
fixed factor in the building up and maintaining 
of trade, and instead of contracting for so much 
space and filling it with commonplace, mean- 
ingless replicas, every effort is put forth to give 
such character and interest to the matter as to 
secure from it the best results. Bright minds 
are giving their best thoughts and all their time 
to originate and develop new thoughts, and the 
result is that a vast fund of ideas and methods 
are being brought forth to the immense advan- 
tage of those who use this method of publicity. 
—Shoe and Leather Gazette. 

client celia —almabiegens 

Don’t try to make your ad look like some 

other, but improve on the other.--Ainner. 
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The 
Minneapolis 


Times 


is by far the greatest and best advertising 
medium for the price in the Northwest. 
The average daily circulation of The 


Times for the month of May, 1898, was: 


Week-Days, - - 37,059 
Sundays, - - - 45,480 


All the above were actual sales. No pa- 


pers are returnable. No extras every half 
hour, but legitimate editions issued every 
morning. 

Only. daily circulation in Minneapolis 
guaranteed by the Advertisers’ Guarantee 


Company. 


J. E. VAN DOREN SPECIAL AGENCY, 
PUBLISHERS’ DIRECT REPRESENTATIVES, 
31-32 Tribune Bidg., New York. 905 Boyce Bidg., Chicago. 

















ABOUT ANSWERINGLETTERS 
FROM STRANGERS CON- 
CERNING MATTERS THAT 
DO NOT INTEREST ONE. 





recent 
the 
hear 
we 


aoa 
Higeer 
per ote ae “il 
fy, besa s 
eH, * 22 ela fe 
eieiie Fisiit® 
side pieab a! 
elie?) gobte.Ppbé 
Bilieg Fosees eg a> 
ait $e rer 
ei. 0 Baphiyss 
re ge gy ess 
oS 
| wi B.g> 
: Ue 338 siz 











It used to bea rule, among business 
men of an earlier generation, to an- 
swer every letter received, even in cases 
where the recipient felt absolutely no 
interest inthe subject matter of the 
communication, and where his reply 
could be only to that effect. Such 
courtesy was possible when letters were 
far fewer than they are to-day, and 
when every communication carried on 
its face the indication whether it was a 
bona fide letter or a circular. 

At the present day the business man 
receives many times as many letters as 
his predecessor, and if he would an- 
swer all, finds serious inroads on time 
required for business in which he takes 
a living interest. To further compli- 
cate matters, many of the communica- 
tions he receives, while ostensibly let- 
ters, are really circulars produced by a 
fac-simile process simulating to the 
minutest detail a typewritten or auto- 
graph letter, press copied. To answer 
all these is folly. To ignore all in which 
he feels no interest is the business 
man’s privilege. 

Above is shown a reduced fac-simile 
of matter printed on a postal card and 
addressed to PRINTERS’ INK. In re- 
gard to the previous communication 
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of the American Inventor the Little 
Schoolmaster hasn’t the remotest rec- 
ollection. It was probably consigned, 
with an absence of all ceremony, to the 
waste basket provided for all com- 
munications that fail to interest. 


PATENT, TRADE-MARK, COPYRIGHT. 

It behooves to distinguish clearly between 

tent, trade-mark and copyright when speak- 
ing of medicinal products. 

A patent is granted on the object itself—as 
for instance a chemical product like phenacetin 
or for a composition like that of castoria—or 
on the process, or on both together. A patent 
runs seventeen years, but may be extended by 
special act of Congress for another full term. 

A trade-mark may consist of a distinctive or 
fanciful name or title for an article, or a device, 
or design, or stamp, or combination thereof, 
applied to merchandize, or the envelopes or 
packages. Merely descriptive words can not 
be registered as trade-marks. It had been be- 
lieved that any fancifully coined name might 
be protected by trade-mark, but recent decisions 
tend to show that when a name, no matter how 
fanciful, is invented for a new medicament a 
trade-mark will not hold, since that name is the 
only designation known to the publicand hence 
is a legitimate part of the spoken language. 
Thus neither the name phenacetin nor castoria 
could be monopolized. However, “‘ Phenace- 
tin-Bayer”’ and “* Fletcher’s Castoria ’ might 
be protected. A trade-mark exists by common- 
law right and is without limit as to time as long 
as it is not permitted to lapse by non-use. 

Labels for every description of merchandise, 
provided they exhibit artistic or literary merit, 
may be secured by registration in the patent 


‘| office, provided, again, they do not contain the 


elements of a trade-mark, Court decisions 
have rendered this law almost nugatory, and it 

as been found safest to register labels as 
trade-marks. Special fancy labels may be 
protected by designs patent. 

A copyright is granted on books, maps, de- 
signs, dramatic or musical compositicns, paint- 
ings, statuary, and other similar objects of the 
fine arts. A copyright is granted for the term 
of twenty-eight years, and may be renewed for 
fourteen additional years. 

In conclusion, while in this country definite 
chemical inventions are protected by letters pat- 
ent, very few medicinal compounds are found 
in that category, but whether secret or other- 
wise, the proprietors have sought to protect 
their interests by trade-mark or by registering 
some fanciful name for the product. Whether 
this latter protection is real, future develop- 
ments in the courts will show. As things now 
look, much of this protection has been imagi- 
nary and has operated only by virtue of gener- 
ally prevailing ignorance on this important 
question.— Western Druggist. 





tee 
LOWER PRICES. 
There is no grasp like the grasp of lower 
prices. These are the cords of steel that bind 
a community alike to a shop or to a publishing 
house, and all the favoritism in the world, and 
all the relationship in the world, and all 
the force of custom in the world, and all the po- 
litical pulls and all the other pulls of one kind 
and another in the world can not live a minute 
besides lower prices.—/'rank A. Munsey. 
fala Ra 
; MISLEADING. 
Mrs. Brown—This paper is a fraud. 
Mr. Brown—lIn what respect? 
Mrs. Brown—Why, here is a column _ headed 
* Proposals,”’ and it’s all about building con- 
tracts and such tiresome things,—77ru¢h, 























PRINTERS’ INK. 








WY THE SAN FRANCISCO 


CaAakL iL. 


J. D. SPRECKELS, Proprietor 
; W. S. LEAKE, Manager 





PUBLISHED 
EVERY MORNING 
IN THE YEAR 


The recognized family paper. 
In perfect touch with the best 
business elements of California 





‘ CIRCULATION 


exceepsh [} 000 . - DAILY 


Correspondents of unquestioned ability 
Direct telegraphic communication with 
New York, Chicago and Washington 





For sample copies, rates and further information, 
address DAVID ALLEN, Eastern Representative, 
188 World Bidg., New York »% C. GEO. KROGNESS, 
Marquette Building, Chicago. 


Ss, me 
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A PROHIBITIVE TAX. 


The tax measure known as H. R. 
Bill 10,100, designed to raise revenue 
for war purposes, imposes a tax of one 
cent on all patent medicines retailing 
at 25 cents, of two cents on patents re- 
tailing at 50 cents and so on. The patent 
medicine manufacturers, while insist- 
ing on their willingness to be taxed 
for the public good, assert that the 
rate is oppressive and contend that all 
articles manufactured and sold under 
trade-marks should be similarly dealt 
with, thus dividing the burden. On 
this subject the Committee on Legis- 
lation of the Proprietary Association 
of America has issued the protest that 
follows: 

Under the provisions of H R. Bill 10,100 
manufacturers of Proprietary Medicines are 
to be “ taxed to death!” This class of pro- 
prietors of trade-marked goods have been s/x- 
gled out to pay what amounts to a crushing 
tax on their gross business (varying from 7 
per cent to 1o per cent). 

No good reason has yet been advanced why 
this class of proprietors should bear burdens 
from which other manufacturing classes are 
exempt. 

The old revenue tax of 1863 was ineeed ata 
time when almost all lines of manufacture were 
heavily taxed, when cotton cloth, food products, 
etc., were exceptionally high—there were com- 
paratively few in the proprietary medicine 
business at ‘hat time—there was little compe- 
tition—newspapers were few and a small 
amount of advertising brought large returns 
at little cost. Ar per cent tax to-day would 
more than equal the 4 per cent tax of 1863. 

Mr. Dingley’s object in introducing Bill 10,- 
too was to raise revenue—a tax of 4 per cent at 
retail (or 7 per cent at wholesale) as at present 
proposed will amount to $2,560,000, 

According to census of 1890, sale of proprie- 
tary medicines per annum was thirty-two mill- 
ions, and of perfumery four-and-a-half mill- 
ions (roughly). 

There is no fair reason why such a tax should 
not be distributed over a large number of manu- 
facturers and owners of valuable trade-marks. 

A small tax levied on a larger number would 
bring greater revenue—diminish attempts to 
evade payment—and while none would be ex- 
empt none could consistently complain of being 
unduly taxed. 

A plan to tax all manufacturers of proprie- 
tary, trade-mark and patent right articles, and 
names not open to general use, would bring to 
the government (at rate of 1-2 of 1 per cent on 
wholesale price) $25,000,000. 

(This computed on the 1890 census by com- 
petent authority and that there would be taxa- 

€ P5,000,000,000. 

H. R. Bill 10,100 is unjust; it is unfair toa 
single class of American manufacturers—it will 
destroy the business of many such manufact- 
urers—in consequence of which many, if not 
all, the publishers will suffer. 

We only ask for justice ! 

We are willing to fay a reasonable tax— 
(say a two a cent tax on our gross business 
which would mean a one-cent stamp on a $1.00 
article at retail). 

The argument is advanced that it is 
unreasonable to tax only one class of 
manufactured articles at an excessive 
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rate, when a small tax on all manufact- 
ured articles sold under a trade-mark 
would produce more revenue, while at 
the same time decreasing the individual 
burden. Exemption is asked for goods 
in the hands of wholesalers and retail- 
ers at the time the act is passed and it 
is urged that if the law is made oper- 
ative immediately upon passage, manu- 
facturers will be compelled to tempo- 
rarily close their factories. 

A concerted effort by manufacturers 
and newspapers should be made to 
mitigate the severity of the proposed 
taxation which, in many cases, would 
eliminate all the profit of the manu- 
facturer. A five-cent package of medi- 
cine, for instance, costs to make, per- 
haps, two cents, this figure being in- 
creased by advertising, handling and 
so forth. The package is sold to the 
jobber for about two and three-fourths 
cents. When to the cost is added a tax 
of half a cent a package the chance 
for a living profit tapers to a flicker- 
ing point. 

a 
WITH THE PUBLISHERS. 

To be on good terms with the publishers of 
local papers is a more important consideration 
than many merchants realize. One of State 
street’s most successful advertising men told 
me the other day that much of his success was 
owing to his policy of treating the newspapers 
right. He said he was never too busy to treat 
their advertising solicitors politely, always en- 
deavored to avoid friction in regard to the set- 
ting of his ads, and in every way tried to main- 
tain cordial relations. The result is that the 
newspapers will go out of their way, and often 
do things out of the ordinary for him. oa hicago 
Dry Goods Reporter. 


Hiow fo 
Know New York 


Upon a 
Proper introduction 
depends much of the 
Pleasure of your visit. Our 
new 136 p pane G uide Book, 
“How to Kn "is re- 

rded es the very best of all intro- 
uctions to the new city of Greater 
New York. Complete, concise, con- 
venient, reliable. Sent free on receipt 

of 3 cents in stamps for postage. 


Grand Union Hotel 


Opposite Grand Central 

FORD & SHAW, Proprietors 
Is a high-class, comfortable, home» 
like hotel w moderate rate. 


us —we attend to your 
aggage. 


MATTE TA PTO 
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WASHINCTON, D. C. 
MORNING, EVENING AND SUNDAY. 


Largest daily circulation in the South. 


DAILY, G T 

Total for ae ae P 1,266,504 
DAILY, 

Total for April, 1898, . . 1,482,290 





DAILY average for March, 1898, ........ 49,907 
DAILY average for April, 1898, .....+.. 57,011 
DAILY increase (average) for April, 1898, . . . 10,104 
SUNDAY average for April, 1898, ....... 21,388 


No other Washington Newspaper has 
ever attained this circulation, and 
no other Washington Newspaper now 
approaches it within 20,000. 


Tue Times has the continuous advertising patronage of 
the leading Washington business houses. 


For rates, address 


The Times 


WASHINCTON, D. Ga 


New York Office : 


52 Tribune Building, 
FRANK B. CONGER, 


MANAGER, | 
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MR. STEVENS AND DR. HIL- 
TON. 


Mr. George E. Mitchell, proprietor of 
the Novelty Plaster Works at Lowell, 
Mass., has undertaken to deal with 
the advertisement expert upon his own 
ground, Below is the copy of a 
printed communication which Mr. Mit- 
chell is in the habit of addressing to 
those who offer to make his fortune 
by selling their services to him as ad- 
vertisement experts. 

GENTLEMEN—Your valued favor of the 
instant here and contents noted. If you be- 
lieve what you say and have the capital and 
energy of the business man of the Westerner, 

ou will accept my proposition, namely: I 
ve a plant all in fine working order, capable, 
and having the ability to turn out $10,000 wort 
of goods per day if that number can be sold. 
Now I will agree to give you 1-2 the whole 
amount of the sales of Mitchell’s Kidney Plas- 
ters, or Mitchell’s Cure-All Corn & Bunion 
Plasters, both selling for 50 cts., one 50 cts. per 
box, and the other 50 cts. each, if you will ad- 
vertise either or both as you choose, pick your 
choice, but one, I should say, would be better 
than two—my motto is “ The little farm well 
tilled’”’—for the States of Louisiana, Arkan- 
sas, Texas, Miss., Missouri, Tenn., East and 
West Virginia, Ohio (all except Cleveland), 
N. & S. Dakota, Cal., Minn., & Wis., either 
one of these States or the whole lot, only you 
must specify. Should you accept my propo- 
sition, which, or if the lot, whether it shall be 
one or all, but you are to do the brain work, 
which you claim to possess, you are aware to 
some of us God has given one talent, some two, 
some three and four, so on down the list of hu- 
man race. You are to pay for all the adver- 
tising, as I shall neither see or know, only as I 
see it in print, how you are doing it, you will 
then have one-half of the net proceeds, and as 
fast as it comes into my office it will be sent to 
you, This agreement can be made for one or 
five years as you choose to make the deal, and 
you shall have my honest report from my office 
as often as you a ther and my books are to be 
open for your inspection for you or your legal 
representative at any and all times. You shall 
be treated white, square and honorable and 
have your just dues, and I have not the least 
doubt but you can make a clean clear profit 
for your share of the profits of $100,000 a year. 
If you have got the brains that F. B. Stevens, 
of an. has got, you certainly will, who ad- 
vertises Dr. Hilton’s Specific No. 3, and of 
which advertisements Dr. Hilton knows noth- 
ing until he sees in the a. Two or three 
years ago it is said Dr. Hilton wasn’t worth a 
picayune, couldn’t get trusted for a cent, and 
to-day is reported to be worth $250,000, and all 
made from a fifty-cent article, by the aid of Mr. 
Stevens’ labors. This Mr. Stevens also has 
the contract of advertising for Payne’s Cele 
Compound, out of which they have made mill- 
ions. Remember I am to furnish the goods 
and not to reckon the cost of my kidneys or 
cure-alls, whichever you choose to advertise. 
The kidneys are what I am advertising and sell 
for $42 per gross, fifteen off to the wholesale 
trade, and if actually paid in ten days 4 per cent 
discount for cash, which if thoroughly adver- 
tised that discount would stop, but with the 
discount off they bring $34.37 a gross, and 
for each gross sold I am to send you $17.13 
cents, and the same with cure-alls, which are 
$30 per gross, less 15 and 4, but kidneys are 
the stuff to sell, 
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Now if te have got any sand in you and the 
money to back it up and want to make a fort- 
une, here is your chance. Ask any of your 
wholesale druggists. Truly yours, 

Geo. E. MitcHetr. 


There is one trouble with Mr. Mit- 
chell’s proposition which, perhaps, he 
may have thought of but not believed 
necessary to emphasize. It is whether 
the alleged advertisement expert would 
not do better to make his own plasters 
and keep the whole of the profit rather 
than use Mr. Mitchell’s and divide 
with him. There is a story of a wid- 
ow’s son who became quartermaster in 
the army and was said to be making a 
net profit of $25,000 a year, and the 
old lady, when she heard of it, said she 
did not see why John did not go in for 
the whole one and make a hundred 
thousand dollars a year. Still it would 
bea great deal of trouble for every ad- 
vertising expert to manufacture a plas- 
ter of his own and, perhaps, Mr. Mit- 
chell’s proposition will be as satisfac- 
tory as any. 


~~. 


ONE ADVERTISER’S VIEWS. 


A big Eastern advertiser who has a 
very high-grade product, was heard to 
remark as follows: 

“We advertise in Detroit, in Cleve- 
land, but not in Chicago, nor in any of 
Illinois or Indiana, but little in Toledo. 
From there we do not stop until we 
get to Denver. Wecover that country 
thoroughly. The territory between 
Toledo and Denver we do not touch. 
The territory between Toledo and Den- 
ver is for the cheapest goods. We 
put up a high-priced article. If you 
went to Chicago you would have to 
do a large amount of advertising to 
make it pay at all. That amount of 
advertising would have to be respond- 
ed to in a degree which would make it 
profitable. We do not believe there 
are enough people in Chicago who 
would buy first-class goods to pay for 
the amount of advertising which would 
cover that city. You can not cover 
Chicago as cheaply as you can New 
York. In the West when they buy 
goods in bulk it is the cheaper kind; 
here in the East they have been ac- 
customed from infancy to buying bet- 
ter goods. Same way with our wages. 
A driver gets $50 to $60 a month there, 
here he gets $75. A clerk there gets 
$60, here he gets $80.”—Advertising 
Experience, Chicago. 








2—— 
Ir is better to make your advertisements so 
strong and original that others will imitate you, 
rather than you imitate others.—Binner 














PRINTERS’ INK. 


2 


San Jose 


(CALIFORNIA) 


MERCURY 


Daily. Sunday. Weekly. 








CHAS. M. SHORTRIDGE, Editor and Publisher. 
C. J. OWEN, Manager. 








The only morning newspaper in a 
prosperous city of 30,000 population. 

Its circulation is not limited to its 
own county of 60,000 population, 
wherein the Mercury has thousands of 
subscribers, but covers thoroughly 
five adjoining counties. The Mercury 


Reaches the Vast Population 


between San Francisco and Los 
Angeles and is an excellent adver- 
tising medium for that region. Cir- 
culation positively guaranteed to be 
larger than that of any paper pub- 
lished between these cities. For 
more information, rates, etc., address 


D. M. FOLTZ, Eastern Representative, 


34 PARK ROW, NEW YORK. 
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A DRESS-SHIELD SGHEME. 

When the Kleinert dress shield was first be- 
ing “‘ demonstrated ”’ in the stores I suggested 
a plan that I see has been adopted by the makers 
of another shield. I figured thata dress shield 
could be brought into favor quicker by sampling 
and actual wear than by lectures and demon- 
strations. The expense would be heavier, but 
results would come much sooner. My plan 
was this: 

Every wearer of dress shields wears a pair— 
one under each arm. Women whodo not wear 
dress shields could wear one. Therefore I sug- 
gested that a letter like this be sent to female 
customers,”accompanied by one dress shield : 

“Dear Madam—We take the liberty of send- 
ing you one of our dress shields. This is anew 
article we are endeavoring to introduce to the 
trade. If you are now wearing another make 
we ask that you put our shield in your garment 
in the place of the one of those you are wear- 
ing and compare the comfort. i you are not 
wearing shields, kindly try the one we send and 
see if it does not afford you pleasure and also 
great protection from wear upon your garment. 
After giving our sample a fair test, if you are 
convinced of its merits, you can secure its mate 
for the price of one shield at Messrs. So and 
So’s, who handle our goods in your cit 

This letter to be signed by the manu: acturers 
of the shields. Thus a lady would get a pair 
of dress shields for one-half price. 

Anew concern making linen dress shields in 
New York is now using the plan, and Iam told 
it is proving quite successful. It has been tried 
in Paterson, Newark, Elizabeth and other New 


Jersey cities, and in Newark out of 1,000 let- 
ters sent to customers within the first month 612 





ladies responded and purchased the other shield. 
The confidence the manufacturers show in their 
goods by sending a free sample evidently con- 
vinces those who receive the shield that it is all 
that is claimed for it, and results in many reg- 
ular customers for this particular shield. 

Of course there was no profit in selling 
the first shield, but the “or will come on future 
sales. s ~o4™ E, WuHITMIRE, 


A CAT F FREE. 

The Humane A lliance,a New York period- 
ical, makes the following offer: “ We will pre- 
sent a handsome Angora cat free to every ad- 
vertiser sending an order, to reach us not later 
than June 20, for one inch (or more) space in 
our July, August and September issues, with 
check for $16.80 for the three insertions of the 
one-inch advertisement. 

“The Angora cat is the latest fad in house 
_ Angora cats are ad beautiful, having 
ong, silky fur, big tail, large, layful eyes, 
and are beautifully formed anima S, very intel- 
ligent and affectionate, attractive and playful, 
with most charming manners and disposition, 
dignified and vain of their beauty. These cats 
are worth $15 each, or more. We give you 
$16.80 worth of advertising and $15 worth of 
cat for $16.80.” 


ee 
WHAT THEY BEWAIL. 

There may have been a time when the gen- 
eral run of advertisers were empirical quacks ; 
but now, in large cities at least, the greatest 
medical advertisers, in magazines more partic- 
ularly, are licensed practitioners and graduates 
of regular medical colleges. —Eclectic Medi-al 
Journal (Cincinnati) for April, 
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Away Ahead of 











all Competitors. 





ail and Express printed 1,172,052 
lines of advertising, a gain of 135,002 
lines, or 13 1-6 per cent over the cor- 
responding months of 1897. 


@ 
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@ 
@ 
° 
i the first five months of 1898 The @ 
@ 
@ 
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The next paper on the list printed 155,- 
414 lines less than The Mail and Ex- 
press and showed a loss, as com- 
pared with the same months last year, 

| of 83,524 lines, or 71% per cent of 

| its entire advertising patronage. 


There is an excellent reason for the phe- 
nomenal gains of The Mail and Ex- 
press when other newspapers are los- 
ing patronage. 

During the five months beginning No- @ 

' vember J, 1897, and ending March € } 
33, 1898, the daily average net paid @ 
circulation of The Mail and Express 
has increased, as compared with the @ 
same months one year ago, 57 per @ 




















cent. 
These two gains put The Mail and Ex- @ 
press still farther in advance of all com- @ 
petitors and emphasize its position as @ 


The Leading Evening Paper. 3 
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How to pet ee full value of advertising b; 
make merc! dising more p”ofitable by a ju 


By Chas. 





STORE MANAGEMENT. 


Subscribers are invited to ask questions, submit plans for a. or to give their views 
upon any subject discussed in this department. 


rightly ducti busi 
cious system of pr bn Ba 


F. Fones. 


, and how to 





Address Chas. F. . Jones, care PRINTERS’ INK. 








Some time ago I referred in this de- 
partment to a merchant who was mak- 
ing a very clever use of circulars by 
attaching opposite each description of 
goods a sample of the goods itself. 
Some one now sends me astill greater 
novelty in the same line where a mer- 
chant of the name of D. L. Shumaker, 
of Culbertson, Neb., uses in a regular 
newspaper called Zhe Culbertson Era 
an advertisement to which he attaches 
a sample of the goods to be sold. 
This advertisement appeared on the 
first page of the publication and about 
half of the advertisement was a de- 
scription of a certain line of cotton 
dress goods. On the other half of the 
advertisement, which was left blank, 
was pasted a sample of the dress goods 
itself. It strikes me that this shows a 
a good deal of enterprise on the part 
of a country merchant, and I am sure 
that by all odds it is the very best ad- 
vertisement in the paper, or that the 
paper could contain, no matter what 
the size of the advertisement might be. 

I hardly see how a newspaper could 
afford to take such an advertisement 
without charging a good, big, stiff 
price, as it strikes me it would even be 
a detriment to the other advertise- 
ments that appeared in the paper. 
Any paper of small circulation that 
does not have to go through the mails 
and that can be delivered by hand,can 
very easily carry out a scheme of this 
kind and I would not be surprised if a 
good many do not copy the idea. 


* Pod 
INDIANAPOLIS, Ind., March 24, 1898. 

Charles F. Jones, New York: 

Dear S1r—I am very much interested in the 
“* Store Management ” Department, and in re- 
sponse to your invitations to ask questions, I 
would like to know if I ought to sell goods to 
my clerks cheaper than I do to the public. If 
consistent with your policy, would prefer not to 

ve my name mentioned. Sincerely, 


I do not believe that a store or 
business of any kind would do itself 


any harm by offering its own em- 
ployees a reduction from the regular 
prices. The employees are a part of 
the organization, members of the fam- 
ily, as it were, and are entitled to a 
little more consideration than other 
people. The amount of discount to 
be given to the employees will have to 
be governed entirely by the circum- 
stances surrounding the store and the 
kind of merchandise. I do not think 
it is necessary to sell goods to em- 
ployees at less than cost or even at 
cost, and therefore on any staple goods 
where the margin of profit is practi- 
cally nothing, there might not be any 
way in which a reduction could be 
made, even to the clerks. On ordinary 
goods, where ordinary profit is made, 
it will not only help the clerks but the 
store itself if consideration is given 
them in their buying. In the first 
place, about the only way in the world 
to get all your clerks to buy their 
goods from you is by offering them a 
discount. It is very bad practice for 
the clerks and very bad recommenda- 
tion for a store when the clerks go 
elsewhere for their purchases, but if 
they do not get any lower price than 
the ordinary customer, experience will 
show that they are very prone to buy 
elsewhere. 

A store should be very careful, how- 
ever, that the discount allowed to 
clerks does not go any further. Clerks 
should only be allowed to purchase 
goods at these discount prices for their 
own personal use, or for the use of 
such members of their family as may 
be dependent upon them for support. 
No clerk should be allowed to buy 
goods for any one else at discount 
prices. A clerk having a brother 
working somewhere else should not 
be allowed to buy goods for his 
brother, but only for his own use. A 
very careful watch has to be kept that 
this rule is not broken. The clerks 
should understand very thoroughly 
what the rule is, and any of them 
caught guilty of violating should be 
deprived of discount prices after- 
wards. 












RicumonpD, Va. 
Mr. Charles F. Jones, New York: 

DEAR Str—I have a business confined ex- 
clusively to sheet music and small musical in- 
struments. The store that I occupy, however, 
is quite a large one, and I have a good deal of 
surplus space. I am undecided whether or not 
to rent out this surplus space to some other 
business, I read your department in PrinTErs’ 
Ink with interest, and think, perhaps, you may 
be able to suggest to me some use that I could 
make of this extra space that would be of ad- 
vantage to my own business. If so I would 
much rather follow your suggestion than to 
rent the space to some one else. 

Thanking you for an answer, and trusting 
that you will omit my name, I am yours truly, 








Perhaps it would be a good plan if 
there is room enough to use the space 
for daily concerts. I know of a music 
store which is making itself very well 
known by furnishing free musical en- 
tertainments to the public who may 
visit their store. They have erected 
in the back of the store a small raised 
pla‘form upon which they have a 
piano and room for a performer on 
any other instrument. They use the 
piano largely to encourage the sale of 
their sheet music. They make the 
announcement that any one wishing 
to buy sheet music can have it played 
for them before they purchase, and 
the majority of music purchasers take 
advantage of this privilege. The store 
has several of its employees who are 
fairly good musicians on various in- 
struments, and one of them is nearly 
all the time kept busy using some in 
strument. The majority of people, 
who come to the store to buy only 
one piece of sheet music, are led into 
having the performer try for them two 
or three other new pieces which are al- 
ways prominently displayed, and thus it 
winds up that they buy several pieces 
instead of one. The store has no 
regular musical programme, but it is 
pretty certain that there is hardly an 
hour in the day in which some music 
is not being rendered. It has been 
found that nearly all the persons 
musically inclined who are within the 
neighborhood of this store, drop in to 
hear the music. I believe it is a good 
plan for any store to demonstrate its 
goods as far as possible, no matter 
what line of merchandise you carry. 
It will-not hurt your business, but 
nearly always benefit it to show the 
people how to properly use your goods. 

I believe that every sporting goods 
store can well afford to have some one 
in its employ constantly giving athletic 
exhibitions for the entertainment and 
instruction of the public. I believe 
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that explaining the merits of the goods 
this way will sell a great deal more 
than is possible to sell in any other 
way. I believe that any grocery of a 
medium or larger size can well afford 
to have in constant operation a practi- 
cal cooking school. Demonstrations 
of merchandise are constantly grow- 
ing more popular and well deserve 
their popularity. 
+ 
Brooktyn, N., Y. 

Mr. Chas. F. Jones, New York: 

Drar Str—We conduct an art store in this 
city and being interested in your advice to busi- 
ness men, would like to have you tell us what 
you think of the following scheme. 

We have a chance to rent a very large .and 
well-known picture and have thought of ex- 
hibiting it in our store. My partner, however, 
does not like the idea,as he thinks it will de- 
tract from our business, believing that people 
will be so interested in looking at the picture 
on exhibition that they will forget to buy. He 
is, however, willing that we should have the 
picture if we could charge an admission price to 
see it. Will you tell us what is the best way 
to handle this, if we handle it at all? Yours 
respectfully, —_ — 

I do not see any objection to having 
the picture on exhibition if it is some- 
thing that will really attract the atten- 
tion of the public. Anything of a re- 
fined nature that is in harmony with 
your business always does good if it 
draws a crowd. It is very seldom that 
a crowd is an objection, provided it is 
an orderly crowd, and people who 
come to look at pictures are usually 
orderly. I donot think I would charge 
an admission price, because this would 
give it too much the appearance of a 
show. Ifthe picture is well displayed 
in the rear of your store where those 
who see it must pass along through 
your stock, I do not see how it could 
do any possible harm. The more peo- 
ple it draws to your store, the more 
likely you would be tosell them some- 
thing, and even if the majority do go 
away without buying, you have im- 
pressed upon their minds your store 
and its location, and in the future 
when they wish anything in the way of 
art goods, they will naturally think of 
the place where they saw the picture 
exhibited. 

* * 
; * 

I have received a sample copy of a 
publication called Zhe Shoe Trade 
Journal, published in Chicago. In 
glancing through its pages, I came 
across a department which I presume 
is intended to help the retail shoe mer- 
chant to sell his goods. It is headed 
“Original sample advertisements.” 
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These are no doubt original, but look- 
ing at them as samples, I should think 
any intelligent shoe merchant would 
have to say, “ No, thank you, the sam- 
ple is enough, I don’t care for any 
more.” It is really discouraging to 
think that a publication exists to-day 
where merchants are advised to use 
such announcements. It is bad enough 
that ignorant merchants occasionally 
are found who don’t know any better, 
but what is to be said when a publica- 
tion attempts to teach its subscribers 
to advertise after this fashion? 

I have picked out one of the best 
of the lot and will reproduce it here. 
I would advise the Shoe Trade Journal 
to turn to the ready-made advertise- 
ments department in PRINTERS’ INK, 
or to look in any first-class daily news- 
paper and see the difference between 
the advertising that successful busi- 
ness men are using and the kind which 
they are trying to get their constituency 
to use. 

If this is the best, you can imagine 
what the worst must have been. 

The great question 

Which appears to be interesting the people 
at the present time is 

Who was your grandfather? 

It is a laudable ambition to endeavor to find 
out whether a man is a descendant from the 
zoological gardens or from some prince of old. 

But in many cases it is not safe to carry one’s 
investigations too far. 

There has been so many men hung within 
the last hundred years for various crimes, 

That we might accidentally discover hemp 
at the end of our line. 

These conditions you do not obtain in the 
shoe business, however. 

When you buy your shoes of us you are 
safe. 


+ 

I am in receipt of a long letter from 

a business college. The letter is too 

long to print as a whole and therefore 

Iwill only give an extract from it 

which is the only part I believe will be 

sufficiently of interest to the majority 

of PRINTERS’ INK readers for me to 
undertake to answer here. 


I have a very fair school, but want to get 
more pupils, Will you tell me some way in 
which I can get the local people interested? 
Nearly all my pupils at present come from 
other points than the city in which I am con- 
ducting the school. I ought to have twice as 
many scholars from my own city as I have. 
What would you do? Respectfully, 


You should go about arousing local 
interest by getting some of the busi- 
ness men of your city interested in 
your school. If you can get a few 
business men talking about your 
school it will soon get the name of 
being a real, practical business school. 
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One business man who has made a 
success in your city can do you an 
immense amount of good if you could 
just get him to talk for you. One 
crusty old bookkeeper, who does not 
know one-tenth of the new methods 
that have recently been invented for 
facilitating office work, can do youa 
lot of harm by his talking that your 
school is not a practical business school. 
All these old fellows say that business 
colleges are all theory, that real prac- 
tice is the only business education in the 
world. I would try to work up enthusi- 
asm locally by arranging for a series of 
lectures by business men. Pay some 
lawyer, some doctor, some banker, 
some preacher, etc., to come to your 
school and give a little talk on their 
business:as actually experienced when 
one is out in the world hustling for a 
living. If these business men get 
acquainted with the facilities of your 
school, they will very likely talk up its 
advantages and say how they wish 
they could have had the same advan- 


tages when they started out in 
life. I would select one day in 
the week, say Friday afternoon— 


and let it be known generally as 
lecture day. Start off the lecture by 
giving a short talk yourself, in which 
you can blow all you please about your 
school and do your own advertising, 
then let your talk be followed by some 
business man who has ability enough 
to interest the people. These busi- 
ness men can talk upon any subject 
of business that they may choose, and 
there are, perhaps, a good many of 
them who would be glad to give this 
little lecture not only to advertise 
themselves, but for the good which 
they hope they may do the rising gen- 
eration to whom they are talking. On 
this lecture day fill your school room 
with chairs and invite the public gen- 
erally. Let all your present scholars 
bring with them their friends, and I 
think you will probably have as many 
young people come to the lecture as 
your room will hold. By having these 
lectures every Friday on different sub- 
jects you will not only be teaching 
your scholars different things, but you 
will be impressing the business com- 
munity that you have a practical busi- 
ness college, and you will be impress- 
ing your name upon the young people 
who may be looking out for a business 
education, so that later on they will 
become your scholars instead of going 
to some other school. 
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“A Word to the Wise, etc.” 


W. & J. Sloane, Carpetings and 
Broadway, 18th and 19th Streets. Upholstery. 








New York, May 9, 1898. 


THE BROOKLYN DaAILy EAGLF, 
BROOKLYN, NEW York. 
DEAR SIRS: 

In handing you the inclosed check covering your 
bill for advertising for April, I wish to state that it is 
seldom that the payment of an advertising bill affords 
me as much pleasure as in this instance, for I feel that 
the amount has been eminently well invested. From 
personal experience and observation I am forced to the 
conclusion that there is no better medium extant for 
advertising high-class commodities, when rates are con- 
sidered, than THE BROOKLYN DaltLy EAGc Le, 

Please acknowledge receipt and oblige. 
Yours very truly, 
GREEN PICKENS. 


O’Neill’s. 
Sixth Avenue, 20th to 21st Street. 


Borough of Manhattan, New York. 


Mr. Eagle—Our shipping-room man tells us that 
every day scores of new Brooklyn house addresses are 
added to his list. 

Brooklyn Shoppers—You honor us with your confi- 
dence. It shall not be abused. 
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AT THE HUB. 
Boston, June 5, 1898. 
Editor of Printers’ Ink: 

Demonstrations of Cook’s Flaked Rice are 
being given in the grocery stores and the 
young ladies are assisted in their efforts by 
phonographs which reproduce tunes inter- 
spersed with praises of the new breakfast food. 
The National Cash Register Co. was the first 
to take advantage of the sympathies of the 
British for us by putting a sign in the window 
of the Boston branch reading: ‘ England is 
friendly to America and to our cash registers. 
She bought 339 last month.” 

A patent medicine concern is trying hard to 
induce the Gypsy Moth Commission to use a 
strip of cloth with their ad on to put around 
trees, offering to furnish them free. The Od- 
server, at Revere, a suburb of Boston, has 
made quite a hit by distributing freely a patri- 
otic envelope, the whole front of which is an 
American flag in colors, with their ad in the 
corner. As they are useful in correspondence, 
and breathe the spirit of the times, they are 
much sought after. The Z.A. W. Bulletin 
announces it will furnish Printers’ INK to 
league members at $2.50 a year. Mr. Abbot 
Bassett, the secretary, informs me he has ar- 
ranged with over 500 periodicals to make them 
a reduced rate. R striking street car card has 
been designed by Edward E. Fowler for the 
Wilcox $3 hat. In the center of the space is 
the half of a Derby attached to the card in such 
a way as to make it look as if it protruded 
through the top of the car. 

A physician deems it good to advertise the 
the new discovery in the papers instead of rely- 
ing on the word-of-mouth way, so prevalent in 
the profession : 





IMPORTANT TO PARENTS. 

A regular and reputable physician will give 
advice and treatment exactly as practiced by 
Dr. Schenk, which governs the birth of male or 
female children. Address for appointment, 

A. 501, Traveler Office. 


Fax. 





IN PROVIDENCE. 
PROVIDENCE, June 5, 1898. 
Editor of Printers’ Ink: 

The clothing house of Macullar, Parker & 
Co. are distributing as an advertisement a 
handsome lithographic picture of ‘‘ The Rulers 
of the World,” and Browning, King & Co. are 
giving away a leaflet entitled ‘‘ The Significance 
of Dreams,” with their ad on. The Smith 
Premier Typewriter Agency has no trouble in 

etting choice locations to hang in show win- 
on a reproduction of a picture of the battle- 
hip Maine, executed entirely on a typewriter 
. Aug. Roeder, Jr., of Baltimore. In size it 
is about 8x12 inches. A Westminster street 
dry goods house catches the passer’s eye by 
having a young man made up as a negro, wear- 
ing a grotesque costume and making all kinds 
of grimaces, standing in their show window, 
displaying in turns placards lettered with the 
bargain offerings of the house. Foto. 
IN BROOKLYN. 
Brook yn, June 1, 1898. 
Editor of Printers’ Ink: 

The Hild Medical Co.sends out a wagon every 
day with transparencies on its sides, announcing 
that there will be a show at the ‘“‘H. D. O. tent” 
at night. The tent is at Saratoga avenue and 
McDonough street. The prices of admission 
are five, ten and fifteen cents. Between the 
acts Dr. Galvin gives a short talk on the merits 
of his medicines, and offers them for sale ata 
low price. E,M 
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A WAR WINDOW. 
CorninG, N. Y., June 3, 1898. 
Editor of Printers’ Ink: 

The Hub’s west window is worthy of notice. 
“These are the straws which tell which way 
the trade winds blow ”’ represents a big string 
of straw hats, suspended by silk thread ; ‘‘ Ha- 
vana Harbor” is a mirror, encircled by green 

ss; “‘Sons of Guns,” small fire crackers ; 
‘ Mounted Batteries,’’ toy horses, loaded with 
large fire crackers; ‘ Recoil from Port Gun,” 
acar spring; ‘‘ Havana Shelled,” a cigar un- 
rolled ; ‘‘Tax on Manila,’ carpet tacks on a 
piece of manila rope ; ‘‘ Admiral Stay at Home,”’ 
Admiral Cigarettes; ‘‘ Masked Batteries,” 
masks placed over make-believe cannon ; ‘‘An- 
chor yourself under one of these straws for 
protection,’ a sign underneath an anchor de- 
signed from straw hats. KINNER. 


IT WOULD BE RUINOUS. 
Omana, May 30, 1808. 
Publishers PRINTERS’ INK: 

My attention has been called to an item 
which appeared in PrinTERs’ INK issue of 
May 4, criticising the Omaha Printing Compa- 
ny’s “ List of 100 first-class country newspa- 
pers ”’ for not stating the circulation of each 
paper. To publish the circulation of any paper 
giving us their patronage for ready prints would 
be a breach of confidence on our part, and the 
Omaha Printing Company can not afford to re- 
sort to any such business. 





. H. Comstock, 
Mgr. Omaha Printing Company. 
——__ + —~ 
HE WONDERS, 
Boston, Mass., June 1, 1898. 
Editor of Printrrs’ Ink: 

I wonder at the large advertisers not using a 
different ad for every periodical. 

Take the monthlies alone. 

If a man sees one he sees three or four. 

Of what value are the second and following 
ads? 

If he was not interested when he saw the ad 
for the first time, he remembers it just enough 
to skip it thereafter. 

What chances it might have had with a dif- 
ferent illustration each time to catch him! 

C. G. Apams. 


THAT MYTHICAL LAW. 


NEVER DID EXIST! 





DOES NOT EXIST! 


WEsTFIELD, Ind., June 3, 1898. 
Editor of Printers’ INK: 

Please send us copy of the U. S. Statute on 
the penalty for taking newspapers from post- 
office without paying for same, or failure to 
notify postmaster of discontinuance. The law 
is strict. We expected to find it in your Di- 
rectory, but presume you have proof copies or 
can obtain them without expense. Yours truly, 

““WESTFIELD News.” 


— ie - 
IN WISCONSIN. 
Maptson, Wis., June 1, 1898. 
Editor of Printers’ Ink: 

During the progress of a circus parade here 
yesterday the management of a local gas com- 
pany—now making an aggressive campaign for 
the use of gas stoves—had ten of its wagons, dec- 
orated and carrying banners, follow the parade. 
The slogan of the company, ‘* Cook with Gas,” 
was more commented on than the excellence of 
the parade. Orrto Knevy. 

es iin 

Don’t simply tell the public that your goods 
are good, but go a little further and tell them 
why they are good, or better than others.— 
Binner’s Nineteen Story Creations. 
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How the War Affects the Inter- 
ests of One of the States. 


About one year ago the wave of returning prosperity began to lift 
the State of Iowa out of the stagnation following the panic of 1893. 
For four years it had scarcely paid the Iowa farmer to market his crops. 
He now began to get living prices, but the improvement was slow. 

In December, 1897, prices were so much better that the people 
began to talk of ‘‘ good times.” 

Since then, however, and especially since the war began, Iowa has 
felt the most tremendous commercial impulse she has ever known. The 
war has created a demand for horses, cattle, hogs, corn, oats and every- 
thing Iowa produces, and in many cases the prices have actually more 
than doubled, adding over 100 per cent to the people’s resources. 

Here is a table showing the value of one year’s crop of the Iowa 
fields and of the average number of the State’s live stock before the 


war and since it began. 
Present 





Before the War. Market Value. 

239,452,150 Bushels of Corn............... $40,706, 865 $71,835,645 
132,571,155 Bushels of Oats.............. 21,211,384 87,119,923 
14,613,054 Bushels of Wheat............ 10,813,659 14,613,054 
10,051,919 Bushels of Potatoes........... 4,523,363 10,051,919 
5,598,691 Head of Swine.............. 83,592,146 44,800 ,000 
oo "ik er 120,320,960 120,320,960 
220,068 Head of Horses.............. 73,206,080 122,006,800 
coe ws eee 22,305,023 31,808,424 

13 Other Field and Garden Products.. 51,523,775 64.404 719 
‘ $378 203,255 $516, 961,444 
Towa’s gain since the war began... .......--sescescecseeees $138, 758,189 


Fully two-thirds of this gain is in yearly resources. The table is 
based on the yearly product and on the total number of hogs, cattle, 
horses, etc. The former is marketed every year, the latter partially. 

Towa was never so prosperous as now. The purchasing power of 
her people was never so great as now. 

It pays to advertise your business at all times in this richest of the 
Western States. 





The Des Moines Daily News circulates all over the 
mighty railroad system which permeates this great State. The 
circulation of The News exceeds 28,oco and is equal to the 
combined circulation of any four other Iowa dailies. It brings 
the best returns. Key your advertising and The News will 
always show the best results for the investment. Price of dis- 
play advertising, 3 cents per agate line, flat. Want advertise- 
ments, 1 cent a word for each insertion. 
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Another Companion Home where Money is “‘ Easy.” 
From photograph by Mackera, Non-studio Artist, Chicago. 


Yes, subscribers to the Woman’s Home Com- 
panion are generally well-to-do, and able to buy 
both the necessaries and luxuries of life. 

That this ability is supplemented by inclination 
is pretty well demonstrated by the following tes- 
timony : 


CHICAGO, ILL., March 15, 1898. 

In addition to what I said sometime ago I would say that from 
my 10-line advertisement run twice in the Woman’s Home Compan- 
ion I had a regular deluge of answers, and kept count of them until 
I had between 3,000 and 4,000, then I quit. I suppose I received in 
all 5,000 answers. Your paper is certainly a valuable medium. 

PUBLISHING ASSOCIATION OF FRIENDS, 
Publishers “ Our Little Folks’ Magazine.” 
Per P. W. Raidabaugh, Mgr. 


If you want big results, use the Companion. 


MAST, CROWELL & KIRKPATRICK, Publishers 
100 Times Bldg. SPRINGFIELD, OHIO a CHICAGO =~ 
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H. M. Hit estimates that there are 6,000 
general advertisers in the United States. 

Ir is said that Monte Carlo spends $400,000 
annually in “ hush ”’ money to newspapers. 

Mr. Kramer’s “ Educate Your Bowels ” 
and “‘ Make Your Liver Lively ” are certainly 
unique amongst advertising catch phrases. 

PrRoBABLY no one thing has been so thor- 
oughly advertised as Ripans. Tabules, and 
probably nothing has shown greater or more 
rapid success in results.—/vbre and Fabric. 

Tue Wiltshire Posting Co., of Los Angeles, 
Cal., sends to its customers photographs of 
their ‘‘ boards,”’ so that the advertiser can see 
for himself just how his paper is displayed. 

Mr. A. D. W117, principal of Miami Com- 
mercial College, Dayton, O., writes: ‘‘I esteem 
Printers’ Ink highly as a source of much 
valuable information, which I use with advan- 
tage in my course of instruction.” 

‘“We counterfeit your likeness, but we do it 
so well that it will pass as genuine among your 
acquaintances, who will be only too glad to 
take it at its face value,”’ appears in the adver- 
tisement of N. M. Wonders, of Pottsville, Pa. 
—National A dvertiser. 

An English advertising firm wants to put up 
boards in the banks of the Suez canal and 
decorate them with advertisements, Ameri- 
can advertising concerns will soon be seeking 
the privilege of placarding the shores of Ha- 
vana harbor.—U¢ica (N. Y.) Daily Press. 

Exvzyan A. Morse died June sth at Canton, 
Mass., aged 57 years. He was born at South 
Bend, Ind. He served with honor in the 
Fourth Massachusetts during the rebellion, 
and after the war was prominent in Bay State 
politics. Mr. Morse was four times elected to 
Congress on the Republican ticket. He was 
widely known as the maker and advertiser of 
Rising Sun Stove Polish. 

Tue Montreal (P. Q.) La Presse is anxious 
to have it understood that it was maligned in a 
dispatch sent out from Worcester, Mass., un- 
der date of May 18, saying that La Presse had 
advised Krench Canadians in the United States 
not to volunteer in the service of the United 
States against Spain. On the contrary, it ad- 
vised them, if necessary, to shed their last drop 
in the service of their adopted country. 

So straitened are the finances of Spain just 
now that the Spanish Cortes has decreed a tax 
on newspaper advertisements. The publishers 
united in addressing the Minister of Finance a 
memorial protesting against the tax, but the 
government claims it can not consistently 
recede from the position taken from the first, 
as such a tax would increase the revenue of the 
country, which needs money very badly.— 
Press and Printer, Boston, Mass. 

Tue Caspian Publishing Co., of 119 South 
Eighth street, it ips is about to issue a di- 
rectory of the cycle clubs and list of members 
of Greater New York. The work will be ready 
for distribution July 15th. It will be printed 
on bond paper, substantially bound in cloth, 
with gilt edges, stamped with gold, and will in- 
clude about six hundred pages. There are 510 
wheel clubs in New York City, with an aver- 
age membership of 60.—Nationa' A dvertiser. 

AccorptNnG to the Denver (Colo.) Post, the 
largest order for advertising matter ever given 
by a Colorado railroad has just been completed 
by General Passenger Agent Hooper, of the 
Rio Grande. About 320,000 copies of different 
publications have been ordered to be ready for 
distribution by June 1st. Major Hooper has 
contracted for 25,000 copies of “‘ Rhymes of the 

ockies,’’ 25,000 ‘‘Around the Circle,’’ 25,000 
copies of tourist handbooks, 25,000 copies of 
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“The Judge and the Colonel,”’ 25,000 copies 
of “‘ Natural Resources of Colorado,” 50,000 
copies of “‘Among the Rockies,” 50,000 pano+ 
ramic views, 50,000 sixteen-page, brightly illus- 
trated pena a descriptive of Colorado scen- 
ery for free distribution at the Omaha exposi- 
tion ; 10,000 roller maps printed in Colorado, 
with a handsome border of scenic views along 
the line, and 10,000 copies of the artistic 
“* Slopes of the Sangre de Christo.” 


SCHOOLS OF JOURNALISM, 

Despite the traditions and prejudices of the 
majority of our brethren upon chairs of jour- 
nalism, we believe a newspaper training school 
might be established with great capacity for 
good. It should be a school of preparation 
merely. Its graduates would be as _ helpless 
without perms experience as is the young 
lawyer who steps from the class room into the 
court room. But after he had acquired practi- 
cal experience—after he had shown that he 
possesses the newspaper instinct—he would pos- 
sess great advantage over his rivals. 

ae om whose business it is to edit the 
“copy”? sent into newspaper offices by corre- 
spondents, reporters and others know what 
dreadful stuff often comes to them. Sometimes 
the writers are college bred men; often they 
tell their stories well, but there is in their MSS. 
a tangle of ideas and a lack of finish that im- 
pose upon the careful and conscientious editor 
a degree of difficult work that taxes his patience. 

The most thoroughly well-edited daily news- 
paper in the world abounds in errors, and must 
ever continue to—such are the hurried condi- 
tions under which most of the matter is pre- 
pared, transmitted, edited, set in type and read 
in proof—but it would bea startling revelation 
to the public if some day a daily newspaper 
were to print the articles furnished it just as 
they were “ turned in ” to the editors! 

We do not know where a school of journal- 
ism could get its scholars, but supposing it the 
happy possessor of a class of twenty or thirty, 
it could not do better than to give instruction in 
the preparation of “‘copy.”’ Yes, there is work 
for such a school to do, but where can it get its 
scholars?—Dispaich, Richmond, Va, 


THE POWER OF INITIATIVE. 

There is no one so useful to the world as the 
man with the power of initiative. He is the 
pioneer, the pathfinder. The trails he breaks 
with independent mind and self-reliant courage 
become the safe highways for others to follow. 
He cuts out the world’s work for it, shows it 
the direction in which to move and expend its 
energies, The man with the power of initiative 
is the captain of industry, the captain of 
thought, the winner of victories in war.—New 
York Journal. 





————__ ++ —_____——_— 
EITHER FOOL OR FAKER. 

Advertising is full of surprises and disap- 
pointments. The man who claims he has re- 
duced it to anything like an exact science is 
either a fool or a faker. And yet experience 
counts for much, There is nothing, in fact, in 
which knowledge counts for more.— The Bill- 
board, Cincinnati, Ohio. 
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Classified Advertisements. 


Advertisements under this head tivo lines or more 
without display, 25centsa line. Must be 
handed in ove week in adrance. 


WANTS. 


9) & CTS. a line for 50,000 proven. 
a+) WORK, Athens, Ga. 


YERFECT half-tone cuts, 1 col., $1; larger, 10c. 
per in. ARC ENGRAVING CO., Youngs- 
town, Ohio. 








WOMAN’S 
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28 , PRINTERS’ INK. 


NEWSPAPER METALS. 


nat electro, stereo.and linotype metais 
E. W. BLATCHFORD & CO , Chicago. 


| gt monet md ronorter denizen change: Salty: 
references furnished. “A.H.8.,” Printers’ In 


Ww 4 ANTED—Hundreds of wi of writers to try for our 
rize. LITERARY BUKEAU, Bona- 
venture, Sy J Col. 


| False metal roofs. Work guaranteed for 10 
HARVEY ENGLISH, Albany, Ga. Eng- 
lish rn stops leaks; Yes It Do. 
AIL order men, write for our proposition ; 
M’ clean 1 goods; large profits. 613 Consolidated 
Chicago, Ill. 
N Oe 2 Sov most artistic designs. I want 
—— others o see orders. I submit one and 
See booklet. H. WILSON 





id for the. ot 
Hovt'e Elm 8t., 


\V Aare apego—4 —— in the publication of a 





in Eastern Penna. A fine 
opportunity yin a good field. Address “ CON- 
SE,” care of *Printers’ Ink, New York. 


y ANTED—Position to take charge of adver 
tising for good house an — by a young 
man, 2t years. Aiso competen Pi le and 
ood office man. Answer “C. 
rinters’ Ink, 


WV A8TED Position as foreman and linotype 

machinist of small plant, or t operator and 
machinist. Best of references. run mat- 
rices for years without burrs. “ M.,” 141 Blossom 
St., Fitchburg, Mass. 


7’ ANTED—Advertisers to know that we ones 
@ lai r circulation than any newspaj 
peniienen in the Valiey of Virginia. Advertisin ng 
rates furnished on application. Address TH 
WINCHESTER PRESS, Winchester, Va. 


V jen to Miy 2 Buy a $4 economy ——— 
paster, and do the work seoeneme 
better Pind without “muss.” Great time saver. 
Fe stock all branches AM. TYPE FO SUNDERS CO 
addresses under “ Advertisement Contruct- 
ors. 


$$8$8$ A BUSINESS MAN WRITES: $$sg$ 


“We thank you very much for making 
us such a sharp and clean letter-head plate. 
In fact, we have never seen one with such a 
high finish anywhere.” My elegantly en- 
hese lithogravure letter-head plates are 

‘or use on common printing presses, and 
cost no more to print than a type-set head- 
ing, yet give the effect of expensive litho- 
graphic work. Price $87 75; buildings, etc., 
extra. Sketch submitted. 





DARL RARPADRPLRARA 
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W WE 
WANT 
HIGH-GRADE 
ADVERTISEMENTS: 
CAN WE GET YOURS? 
50,000 GUARANTEED CIRCULATION. 
Rates, 25 cents per agate line, each insertion, 
All ads next to reading matter. 
$ 1.00 buys —— $ 14: 06 ed 4 inches 





1.25 lines 17.50 inches 
1.50 “ 6lines 21.00 “* H inches 
1.75 “ ‘inch 450 “ half col. 
3.50 “ tlinch 49.00 “ one col. 
7.00 “* - inches 9.00 “ half page 


10.50 “ 3inches 196.00 “ 1 page 
Only first- class matter accepted. Parties with- 
out good commercial rating must send cash with 
order. Cuts must not be over 23-16 inches wide. 
Copy for an issue py reach us by the 25th of 
previous month. An adv. that will pay anywhere 

will pay in WOMAN'S WORK, Athens Ga. 


cuTs rs FOR . ADVERTISERS. 
Cur -We tell you how to make them for #1. 


No camera, no tools, no experience required. 
Particulars for > C. D. LOVE, Coshocton, 0, 








tor 
CIRCULAR LETTERS. 


‘HAS. A. FOYER CO., Times Bldg., Chicago, 

/ produces fac-simile ty; written circular let- 

- by the thousand or million. Best work, low- 
est prices. Samples 


ADDRESSES A ND . ADDRESSING. 

6 00 FRESH (1898) names ard addresses of 
I» ep farmers iy Lngaaimagey S in 
no oe Pri Salles, tex ie 

ex. 





Texas and I. 


in advance. Good refs. I. H. M¢ Tes. Dallas. 


+o 
ILLUSTRATORS AND ILLUSTRATIONS. 


| SENIOR & CO., Wood EF: Engravers, 10Spruce 
e 5St.,New Yor k. Service good and prompt. 





——— +0 
SUPPLIES. 


AN BIBBER’S 
Printers’ Rollers, 
4 Dia PAPER is ft with ink manufact- 
ured by the W. D. WILSON PRINTING INK 
CO,, L’t’d, 10 Spruce St., New York. Special prices 
to cash buyers. 


4m 
MAILING MACHINES. 


ATCHLESS mailer, $12 ni if? net. “‘ beats the beat- 
4 er.” KEV. ALEX’D’R EX’D’R DICK, Meridian, N. Y. 


Fyoeton 3 mailer ($20 net), | 20 net), used exclusively by 
Ladies’ Home Journal, edition 850,000, who 
write : “ We save the cost of a machine in knife 
Sharpening alone every four months.” You can’t 

use any other, even if it costs more 
tm m the Horton. = stock all branches AM. 
TYPE FOUNDERS CO. 








+o 
AGRICULTURE. 


1F you would reach the farmers, use the col- 

umns of Lippman’s Almanac-—one hundred 
thousand copies guaranteed, and the Memoran 
dum Books—two hundred thousand copies guar- 
anteed. For ten dollars we can give you an 
advertisement of four lines in the entire edition. 
These books have been published by us fer twenty 

ears. 

LIPPMAN BROS., wholesale druggists, Lipp- 
man’s Block, Savannah, Ga. 





or 
ILLUSTRATED ADVERTISEMENTS. 
Rose: S$5S5B5 $58 53535 35$5 B5S5SISIFSH$HG5S5S - J 


HALT! Be abreast of to-day. Fifteen 
War Cuts with striking headings—appro- 
priate for all lines. Price $5, cash with 
order, for cuts and headings. The most 
originai and timely series ever offe:ed. Re- 
stricted to one dealer in each line ina tewn. 
Be quick. Wiil write up the ads, if de- 
si  aptDOws further charge. Refer, by 
permission, to PRINTERS’ INK. HAVELKA 
& REISSMAN, Writers, Designers and Il- 
lustrators, Temple Court, New York. 


ea, 


ZOrn ern re < 
Ge nO 10 oR oP or oie 





> eee 
FOR SALE. 


gS BUYS 4 lines, 50,000 proven. WOMAN’S 
@ WORK, Athens, Ga. 


FOR SALE—Magazine ; sample copy and _de- 
tailson application. “ATTCH,” Printers’ Ink. 


00 CASH and $4,009 on time will buy a 
$5, long established daily and job 
printing office, including two-story brick build 
ng which it occupies. Building located in the 
heart of business; counting and editorial room 
in front, pressroom in rear, composing and og 
rooms upstairs ; in an Tilinois city of 7, 009 inhabit- 
ants; one of the most thrifty communities in the 
State. Only daily for three coun ties around. 
Good reason given forsale. Address “A. C.,” care 
of Printers’ Ink. 
PRINTERS. 
ABtmtic printing and steel die ae at 
pices that get the work. ATOZ PRINTIN 
CO., South Whitley, Ind. 
iw you area believer in printing that makes a 
hit, it will pay you to send your order to THE 
LOTUS PRESS, P: ‘inters, 140 W: 23d St., N. Y. City. 
TP-TO-DATE printing thatturns your opponent 
/ green with envy ; that’s the kind we furnish ; 
the equal of any city office at counties Bt "8. 
JOHNSTON & PECK, experts, Newburgh, 
YRINTEKS need our new Touraine old style 
italic, Priory Text and new 6- ~ er pl sf 
Jenson old style and Jenson italic. will 
vy 'y the severest critics. AM. TYPE FOUNDERS 
oO. 




















PRINTERS’ INK. 


ELECTROTYPES. 


M LINOTYPE 


Stereot , electrotype, reliable, uniform, pure. 
Many 0 the largest papers use it. It needs no 
t Inquiry soe =” & 


C., Mi ers, a. 








es 
ADVERTISING MEDIA. 
worse WORE, Athens, Ga., 4 lines $1. 





W OMAN’S WORK, 50,000 proven, 25 cts. a line 
\ 7OMAN’S WORK, Athens, Ga., 25 cts. a line 
for 50,000 proven. 
ARDWARE DEALERS’ MAGAZINE. 
Copy free. 271 Broadway, New York. 
A MEEIOAS BO HOMES. BS Knoxville, Tenn. ; 1 ok $1, 
word ad. isp. 15c. ag. lip 
4 WORDS, 5 times, 25 sate ENTERPRISE, 
Brockton, Mass. Circulation «xceeds 6,000. 
DVERTISERS’ GUIDE, New Market, N. J. 8c. 
ra line. Cire’n 4 1000. Close Close 24th. Sample free. 
W HEELING NEWS, 7,500 WS, 7.500 daily. Only En lish 
eve’g paper in city 40,000. LA COSTE, N.Y. 
] EPUBLIC-JOURNAL, Littleton, N. H. 2,800 
circulation. Linotype composition. Send 
for ra’ 
NY rson advertising in PRINTERS’ INK 
‘ to the amount of $10 is entitled to receive 
the paper for one year. 
oo, 240,000 homes, * Mg yh circu 
n, low advertising THE 
REL NGIOUS PRESS ASSOCLATION, Phila., Pa. 
F you want to reach the shoe trade of the West, 
put your ad in the SHOE TRADE JOURNAL, Chi- 
ine. Ifl. Published weekly. Kates, 15 cents a 











‘HE Rochester, N. H., COURIER, weekly, has the 
largest circu lation of any paper in & manu- 
facturing city having a population of 7,396. A 
good country paper at a great trade center. 
FN YOUNGSTOWN SUNDAY NEWS offers 
00 reward if they haven’t got the largest 
[= — in that penx ieery. of 100,000 people. 
. inch. Address NE' v8, Youngstown, O. 


Ts TIMES-UNION, of of Albany, N. Y., is an ex- 
ceedingly valuable advertising medium, be- 
use {ts readers have the cash with which to buy 

goods. I It has a very lai ee tren apeng SS 


— Nm gy JO H. FARRELL, itor 
proprietor. 


EACH OREGON, , Washington and Idaho pro- 
\ gressive farmers via the WEBFOOT PLANTER, 
the leading farm journal of the Pacific North: 


west. 5,000 copies monthly guavanteed. Write 
for rates and sam Pan c rele coh, will interest 
you. WEBFOOT P: ANTE « CO., Portland, Ore. 





10, 00 UNI ON ME. REA D THE “UNION 
AGENT” EVERY MONTH. Official 

organ of Kenton and Campbell Counties, Ky. ; 

trades assembly ; delegate body of twenty- “three 


local ee unions; — T 
advertisi i agents and those who want results. 
Address UNION AGENT, Covington, Ky. 

BOUT seven-eighths of <a advertising done 
s fails to be e fhoctive because it is placed in 
papers and at rates that give no more than one- 
eighth of the value that might be by placing 
the same advertising in other papers. If you 
have the right advertisement and — it ‘— ‘the 
right Papers, ours advertising will a eG A aie 


one nce Address S 
WELL ADVERTISING CO. co., 10 Spruce St., N. Y. 


7 TO ADVERTISERS. 
We publish the New YorK Musica momo, 
consisting of 32 pages and cover—pages 12xl4— 
containing por — of actresses, vocal on in- 
strumenta 
If you want 14 contract for 500 copies, you to 
take them as you want them, we will give you 
the back page for your advertising and charge 
you six cents a copy for the You could not 
give away anything to your lady. customers that 
would be mere ry than the New YorK 
Musica Ecuo. 
W YORK MUSICAL ECHO Co., 
— Sav: annah, Ga. 
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ADVERTISING NOVELTIES. 


A PVERTISING NoveltyNewer than the ne 

est, better than the best, nothing like it ; 36 

an 1 000, with advertisement ; sample for stamp. 
CHAKLES, 82 Nassau St., N New York. 

re the purpose ‘or f inviting announcements 
of Advertising Novelties, likely to benefit 

reader as well as advertiser, 4 lines will be in- 

serted under this head once for one dollar. 


ONEY bringing cuts for frecchonte. The 


triotic puzzle of the Uni States ; 
stars. Nationalcolors. Printing cost trifle. Plates 
per set $1.50. 1121 Broadway, den, N. J. 


r= CRACKERS, advertisin; novation, big- 

est thing out for 4th of Ju y and war time 
advertising ; is inclosed in tube ; send for samples 
and — +g Hulk. PALMERI NOV. ADV. * 
Brooklyn, N. 


——_ +e+ - 
MISCELLANEOUS. 


GEND your name on a small tal Sor a sample 
of my carge Posi ass for advertisers. Sed 
and stron the market and only $2.75 pe 
1,000. W TOHNSTON, 10 Spruce S8t., New York. 


‘|°HE most novel and attractive advertising 
medium of che canes, pei aime Souvenir 
Postel Cards. Send oo Wy or samples 
and prices. Gatch & MANNE G, 33 8. 6th St., 
Philadelphia, Pa. 


Pi drown cured quickly and perpenentiy by Dr. 
Figg oa ane by many physi- 


cents. 
Cat n practice and the nad it brings relieved, 
/ and cee pg 4 cured. 4 gg pads asth- 
ma vanquished r. Brown’ zo 


I ALD HEADS. and a evar, f ed air pty 
Month’s trial 25 1 by m Address 
BROWN MED. CO., DEPT Y, ungstown, Ohio. 


cedapesennpennlal abated 
ADVERTISEMENT CONSTR UCTORS. 
ONES. 

J 


D™*: 150 Nassau St. 
ej OM™- 101 World Bldg., N. Y. 


‘NLARENCE F. CHATFIELD, 179 Front St., 
Owego, Tioga Co.. N. Y. 

E ST. ELMO LEWIS, jalist in writin, 

4e ljustratin, oad prinfin ng Of booktets, 
Mutual Bidg. Philad 
r ler - ny BE writer of exclu en medical and 

reg ae vertisin Advice or samples free. 

ULYSS G. MANNING, South Bend, In 


no ae matter who does your writ t 

ices on your printing. M. JOHNS 
TON, ‘Mer. "Printers? Ink ‘ink Bress, 10 a 8t.,N. Y. 
QEND pone name on a sma ~—n stal for a copy 
of my 7% OHNSTON. Man- 
ager Printers’ - Tess, my ress, 10 Spruce St., N. Y. City. 


M*; boattes, PERHAPS, ¢ tells about my busi- 
ness. those who ask for it on 
their — E.. station 


RENC. ner. meee -— 
Not Oswego. Owego, N. ¥. 


a $1 for four sample cutsand ads to fit your 
business, and get full particulars as to our 
pe rfect and economical “Tn of illustrating re- 
jlads. We have over 10,000 cuts, representing 
nearly 40 different retail lines. We make new 
cuts every day. We will send 4 cuts for one dollar 
only once to ca r that we want 


rn rly orders at reg ar price 
HE CHARLES SUsT! BATES SYNDICATE, 
132 Nassau St., N. Y. 





, il- 
enn 











Ts ype placing of advertising consists 
reparing 0 Copy that 
says what in et to be said in a convincing way. 
Second in setting the matter in such type as wili 
catch the eye and embellishing the same witha 
ape if one can be determined on that will tell 
its story atacasual glance. ‘Third, in the selec- 
tion of papers that reach the largest number of 
Ls right sortof people and sell advertisi ing apace 
areasonable rate—not low priced pa 
os that are at the same time high priced a 
cheap on account of the great service they can 
render. To secure these points for wy wacoemee 
who employe ve us is is our Prnctce and _professi 
Address T WELL AD RISING 
Co., No. # iorane | St., New York. 
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OHNSTON attends to the whole business— 
writing, designing and printing. I believeI 
can get up ‘an advertise ment or booklet or circu 
lar as culated to goods 


wel se as perso 
in the business. I have better facilities t any 
other man in the land for turning out the fin- 
ished job. It is all dona under my personal 
ion. I am always on deck myself. No 
matter what you may want, write me about it. 
Send —_ name on 79 for a copy of 


NSTON, Manager 
Pointers ink Press 191 10 Spruce ah N. Y. City. 


END me two dollars, along with your booklet, 
or catalogue, or batch of trade papers, or 
newspaper ads,and I will tell you why they are 
good or bad, and how to make the next one better. 
CHARLES AUSTIN BATES, Vanderbilt Bidg., 
New York, 
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WD Writing, Illustrating, Plans and Ad- WD 
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WD vice for Advertisers, wD 

wb wD 

wD 159 Nassau St., New York. wD 
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WD “Busy as the devil in a gale of WD 
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w 4 wind.” But I want more business just we 

ka » thesame. Send for my booklet. wh 
> W 

WD WD WD WD WD WD WD WD WD WD w D 

WD WD WD WD WD WD WD WD WD WD WD 

( ) sieiee e's ele! oa! «ease ale }00000000 

oo or retuetet mee * | 

) 

oo Have you ever read my a book- OO 

0O let called “ Jones’ MODESTY oo 

OO _ I would like to get a copy of itinthe OO 

OO hands of every business manwhoreads OO 

OO Printers’ INK. I will send it rrez if OO 

OO you write on your own letter-head. 00 

OO _ Ittellsof somethingsI havedonethat OO 

O23 Lam sure | — 0 again under sim- OO 

OO ilar circumsta 0o 

0o 0o 

00 oo 

00 oo 

oo CHAS. F. JONES, oo 

GO Writer and ego g of Advertising. 0o 

OO Practical Advice on Business Subjects. OO 

oo Suite 101 ow “orld Building, 0o0 

00 New Yor . 8. A. 00 

ye Correspondence invited. 00 


OL O 
00000000000000 0000000000000000 
00000000000000 0000000000000000 


Bi den th °S for all adv. 1 men. Stylish Gpeter 
klet: ne latest _are ees oO. 6 volnt : 
ni 


“the le and ant italic 
ede has merit —it is the style me da by Medio. 
bon when deba by some N. rs from 
using Livermore, which had been pure! for 
SiegelCooper Co. Distinctiveness may be got by 
using an pexpensive striking border, such as 
= londike, ig Flame, Laurel, Collins and 

= aa nd “is = coming ‘thing and CY 

y’ dy. nd for specimens neare: 
pas ch. Bost Boston: 270 Congress St.; New York: 
Rose and Duane Sts. ; Philadelphia : 606 614 San- 
som St; Baltimore: Frederick & Water Sts. 
Buffalo: 45 N. Divislon St. ; Pittsbu ge Third 
Ave. ; Cleveland : St. Clair and Onta: 0 Bis. 

cinnati : 7-13 Longworth St. ; Ch 
Monroe St. ; St. Louis : Fourth and E 


55 South Forsyth 
O’Connor Sombeay 3 256 Commerce St, 








PRINTERS’ INK, 


G ILLAM & SHAUGHNESSY, Advertisers, 623 & 
624 Temple Court, New ¥ New York. Write. 


GEND 10 cents for a sam| sample a my n 
paper ~ retail advertisers. Itisa practical 


Bes f ready-i ie ads for every 
CHARLES ‘AUSTIN BATES, Vanderbilt 





H°8808’s CHOICE. 


“ Ahead, five bells !—the Lufty yells, 
As we steam thro’ shells and thunder ; 
The ship! She sank like a lump o’ junk— 
Nary a Jackie goes under.” 


In consoqnence, Spain’s naval pride is locked 
in Santiago Harbor, with total annihilation its 
work > is dashing spirit and 8 ane ae 
work of our ng men, as exemp! n 

Lieut. Pm is due the successful und 
pad termination of the war. 

Our ownership of Manila, Cuba, Porto Rice 
and other Spanish territory shortly ai 
unlimited amount of business activity and Ban 
deal oF sop epoonater. atm will turn a are at 

eal of the prosperity j cash on hand,” if 

by some business =a 

P wantone is a russet leather shoe dressin, g, in 
solid form, of - “eed merits; it cleans the 
leather, p it; gives a quick lustrous pol- 

7 i is easily applied and costs 
>. ‘antona’ 's formula is for sale, in- 
cluding full directions for sagen ma 

No machinery or expensive a ‘us required. 

For price and sample address, inclosing letter- 
head or business card, 

* CHEMIST,” 


Care of Printers’ Ink. 
A NEW PAPER 
EXCLUSIVELY FOR RETAILERS 
BY CHARLES AUSTIN BATES. 


“ Good Advertising ” is the name I have chosen 
for my new paper, use that is what the paper 
will be made u 

It will be Gsveusa exclusively to the needs of 
the retailer. 

It wili do everything possible to help the re- 
tailer advertise his ore business—to show him 


weture him, in +m issue, phot 
graph 4 Pisce beter | of the latest and best 
of the best advertisers I can find in his own and 
many other lines of ra ee 

oO 


To every ber I 
guarantee that at least four of! the Sestnda in his 
own line of business that I can find in America 
will in every number of Goop AD- 


VERTISING, and hundreds of sug gettons in other 
is own. It may 


lines ay} may be adapted to fh 
'o this, but it will be done. 


mgood qualities of these ads. 
It vil also Areas out eir defects and show how 
avoid 

keep the retailer in thorough touch 
with the current pistoey and progress of retail 
advertising—tell him what is being done and 
with w results. 

It will give every subscriber a full and free o 

weuntty to secure what hundreds of merchan' 
e been glad to pay liberally for—my thoro rough 
criticism of his ads and his a ag meth 
1 be, in short, a monthly mirror of the 
best retail advertising done, and the best I know 
about that important subjec 

It will be just a plains practical, helpful, > 
structive paper for the man who wan to d 
more busiress and make more money. 

And I shall seeto it that every ae vy that 
sort who pays me a dollar for a year of Goop 
ADVERTISING gets more real help for that dollar 
than for any dollar he ever spent before. 

Send $1 fora es 

Send 10c. ours a sam CORN 
RLES US N BATES, 

Vanderbilt Bldg., N. Y. 











PRINTERS’ INK, 


% 

7 YOU WISH 

_ » Advertise 
Anything 
Anywhere 

« Any time, 


WRITE TO 


THE GEO. P. ROWELL ADVERTISING CO ; 
No. 10 Spruce St., New York. 4 
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PRINTERS’ INK. 
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A lly h 


is a good advertising medium, but | 
people buy it to get the news and | 
there’s a big chance that they won't 
notice your ad at all. 


A Magazine 


is a good advertising medium, but if 
it is any way popular the advertising 
pages are jammed so full of other 
announcements that unless you have 
a full page, your ad is lost. 


A Street Poster 


is a good advertising medium, but 
you only catch the very few that 
walk or ride past it. 


A Circular 


is a good medium, but most of them 
go in the waste basket. 
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GEORGE KISSAM & CO, 2 
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} | is the best advertising medium — ww. 
: WHY ? Because it is placed where WV 
| | it is forced upon the attention of W/ 
passengers—it is on a level with 4 
their eyes and if made attractive by W 
means of an artistic design or brill- W 
iant coloring, will compel people to 
notice it. Thousands upon thousands 4 
ride in front of it— morning, noon W 
and night. It is there all the time WV 
| and you are sure of it. W 














| W 
| Street Car and Elevated W 
| Railroad Advertising, the W 
| good kind—“ THE KIND W 
| THAT PAYS ”—is the W 
| only kind we offer. * W 





0) 253 BROADWAY, N. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 

t@ Issued every Wednesday. Ten centsa copy. 
Subscrivtion ane five dollars a year, in advance. 
Six dollarsa bundred. No k numbers. 

47- For ten dollars, paid in advance, a receipt 
will be given, covering a paid subscription from 
date to (January Ist, 1901) the end of the century. 

¢# Being printed from plates, it is always pos- 
sible to issue a new edition of five hundred cop- 
ies for $30, or alarger number at the same rate. 

t@ Publishers desiring to subscribe for PRINT- 
ERS’ INK for the benefit of advg. patrons may, on 
application, obtain special confidential terms. 

& If any person who has not paid for it is re- 
ceiving PRINTERS’ INK it is because some one 
subscribed in his name. Every paper is stopped 
at the expiration of the time paid for. 

ADVERTISING RATES : 

Classified advertisements 2% cents a line: six 
words to the line ; 1 measure ; display 50 cents 
a line; 15 linesto theinch. $100a py . si ial 
position twenty-five per cent additional, if grant- 
ed ; discount, five per cent for cash with order. 


Oscar Herzperc, Managing Editor. 
Peter Doucan, Marager of Advertising and 
Subscription Department. 

New York Orrices: No. 10 Spruce Streer. 


Lonpon AGENT, F, W. SEars, 50-52 Ludgate 
ill, E. 





NEW YORK, JUNE 15, 1808. 
Ir is gratifying to note that the war 
is not having its anticipated effect on 
advertising. There is, of course, a 
slight diminution in the number of an- 
nouncements, but it is so insignificant 
as to cause hardly any remark. Wars, 
no matter how we try to deceive our- 
selves, always affect business in gen- 
eral unfavorably; and the advertiser 
will cease to be troubled by them only 
in that glorious time of which Tenny- 
son sings: 
When the war drum throbs no longer, and the 
battle flags are furled, 
In the Parliament of Man, the Federation of 
the World. 








A SOLID silver loving cup made by 
Tiffany is offered to the man or wom- 
an who writes the best expressed and 
most truthful testimonial to the merits 
of PRIN'tERS’ INK, the Little School- 
master in the Art of Advertising; and 
twelve sterling silver spoons will be 
distributed to writers of testimonials 
that approach the best one in merit. 
The award will be announced in PRINT- 
ERS’ INK of July 6, and no testimonial 
can have consideration after June 29th. 
In view of the inspiring nature of the 
subject, the large number of candidates 
for the prizes is not to be wondered at. 
Still the last comer is as likely to be 
fortunate as the one who acted more 
promptly. He who has procrastinated 
should not forget that time flies. 





AN advertiser who can cover only a 
small territory should cultivate home 
ground.—Ad Sense for May. 
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THE Binner Engraving Company of 
Chicago has just issued a new edition 
of “Binner’s Nineteen Story Crea- 
tions,” showing recent productions of 
the Binner studio. It isa tonic to the 
eyes to let them wander through this 
collection of beautiful pictures. Mr. 
Binner claims that no other house in 
the East or West makes so many of 
the designs seen in the advertising 
pages of the magazines as his concern. 
When it is remembered that it was 
only eight years ago that Binner 
started in the engraving business in 
Milwaukee with two apprentices, this 
is certainly a wonderful showing. 








“THAT exceedingly serviceable and 
thoroughly modern publication, PRINT- 
ERS’ INK.”—Brooklyn (N. Y.) Eagle 


Sor June 2, 1898. 


swim with the stream; study the meth- 
ods of successful business men_ in 
every branch of trade and apply these 
methods to your own business, so far 
as it is practicable to do so, and suc- 
cess is within your grasp.—/Painters’ 
Magazine, New York. 


BECAUSE IT COSTS NOTHING 


From Milwaukee Journal, May 28th. 
To the Editor of the Journal: 

I want to ask for information whether the 
same advertising rates are given for such sales 
as that now in progress by Jamieson, Cadzow 
& Greig, as are given to permanent and legiti- 
mate merchants who expect to pay in full for 
their stock? If so, is it fair treatment of the 
latter whose business is thereby disturbed? Is 
it not the best — for the reliable newspaper 
to support the staple and legitimate business of 
the city rather than lend its aid at cheaper rates 
to those who would disorganize? 

REGULAR PATRON, 

The above inquiry is one more il- 
lustration of the common theory that 
advertising space, unlike other mer- 
chandise, is sold at different prices not 
wholly on account of its varying values 
but influenced by the character of the 
buyer, the location of his store, possi- 
bly by his political stripe, his religious 
tendencies, and on occasion, perhaps, 
by his complexion or the cut of his 
clothing. 


+o 
HALF-TONE ELECTROTYPES. 

A half-tone electrotype will not give exactly 
the same result as an original half-tone, no 
matter how well the electrotype is made. For 
such purposes as general magazine advertising, 
a half-tone electrotype made directly from the 
original half-tone wil answer all purposes ; but 
for fine catalogue or circylar printing, especially 
where vignetted half-tone plates are uséd, the 
best results are only obtained by using the 
original half-tones.—Binner, 
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‘““BACK NUMBER BUDD.” 





AN INTERVIEW WITH THE MAN WHO 
ORIGINATED AND OWNS THE ONLY 
BUSINESS OF ITS KIND IN THE 
WORLD—SUPPLYING ‘‘ AT A PRICE ” 
BACK NUMBERS OF ANY NEWSPAPER 
OR MAGAZINE EVER PUBLISHED, 


Soldiers who fought in the vicinity 
of Washington during the summer of 
1863 will probably remember the little 
negro newsboy who frequently used 
to hazard his life by penetrating the 
lines of either army with an armful of 
New York Heralds and Baltimore 
Suns, He was the only human being 
who had the temerity to brave the dan- 
gers of the battle field for the sole pur- 
pose of selling newspapers to the com- 
batants, and, though often threatened 
with arrest and imprisonment by the 
officers of both armies, he was never 
actually molested in his mission. 

Indeed, it was the officers of both 
armies who really gave him the most 
encouragement, for they paid him fabu- 
lous prices for his papers. It was not 
an unusual thing for him to receive 
from $2 to $5 for a single copy of the 
New York Herald containing the full 
account of some important battle, and, 
as the hustling young negro found, 
there was also a big demand for old 
papers which gave particulars of en- 
gagements long ago fought in some 
distant part of the Union. 

This started the boy thinking, and he 
set to work to make a collection of 
newspapers and magazines published 
from the time the war broke out up to 
its close. These he carefully stowed 
away in packages, and when peace was 
restored he found, as he had anticipat- 
ed, that there was a great demand for 
such literature from those who had been 
too busy fighting for four years to in- 
dulge in reading. Then the young boy 
got his own prices for his ‘* back num- 
bers,” and, as he says himself, he 
made the price pretty ‘‘ stiff.” 

This was the commencement of the 
business career of Robert M. Budd, 
now known all over the civilized world 
as ‘‘ Back Number Budd.” Born in 
Washington in 1852, he had to shift 
for himself almost from the cradle, and 
in the double capacity of shoeblack 
and newsboy earned a precarious living 
until the idea above outlined occurred 
tohim. After that it was all smooth 
sailing. He practiced and extended 
his business of supplying back num- 
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bers ‘‘at a price,” in his Washington 
home until the year 1870, when he 
came to New York City and established 
himself on Broadway, near where Wal- 
lack’s Theater now stands. He made 
an arrangement with the “ cleaners” 
at the Gllsey House and other adjacent 
hotels to buy the old newspapers and 
magazines that they found in the 
lobbies, at so much a pound, and in 
this way he augmented his stock largely 
without much expense. He advertised 
his business in the leading American, 
English, French and German maga- 
zines, and the result of that advertis- 
ing he still feels to-day, for there is 
not a European mail that does not 
bring him orders from abroad. 

Mr. Budd took a large, rambling old 
house in Ravenswood, L. I., soon after 
coming to New York, and that he has 
always used as his chief store room. 
This caught fire some two years ago, 
and more than fifteen miliion copies of 
American and foreign newspapers were 
damaged or destroyed by the flames. 
This fact will give some idea of the ex- 
tent of his stock. 

A representative of PRINTERS’ INK 
called upon Mr. Budd the other day, 
thinking that some account of this 
unique man and his still more unique 
business would interest the readers of 
the Little Schoolmaster. He found the 
celebrated newspaper collector in his 
office at 106 W. 32d street. When he 
learned the reporter’s errand he told 
him most of the foregoing. 

‘‘T presume that you only keep pa- 
pers published since the outbreak of 
the war, Mr. Budd?” 

**On the contrary, I have some that 
were published last century, and I make 
it a point to secure any old publication 
that is likely to be a curio, Then, I 
have files of the New York Sux from 
1833 up to to-day, the Herald from 
1833, the World from 1860 and the 
Times from 1861. WhenIsay‘ files,’ 
I mean in the plural number, For in- 
stance, every day I put away twenty 
copies of the Herald.” 

** Who are your principal customers, 
Mr. Budd—literary men?” 

*‘Not atall. Your literary man who 
wants an item from some old publica- 
tion will go to the libraries and hunt it 
up, and then copy out the matter. He 
would not think of paying my prices. 
The older a copy is the more value it 
has to me, and the better price it 
fetches. Lawyersare by far my best 
customers. I have paid as much as $40 
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for two copies of a paper published in 
in 1861 because the lawyer Aad to have 
them to make out his case. Copies, 
you know, would not be admitted as 
evidence. The original, complete news- 
paper must be shown, and that is why 
I am often called upon or written to by 
the legal fraternity. My services are 
often sought in great law cases.” 

‘‘What are your prices for old pa- 
pers, Mr. Budd?” 

‘*That depends both on their orig- 
inal price and their age, and perhaps 
upon what they are wanted for. A five- 
cent paper a year old would cost you 
$1.35, two years old $2.10, and so on, 
A one-cent paper a year old would cost 
you 50 cents and 25 cents a year after 
that. I would not sell all my copies of 
any one issue of a paper for any sum 
of money unless I knew that I could 
duplicate them. Suppose a man came 
and asked me how many co)ies of the 
World | had for such a date and I told 
him. If he asked for all of them I 
would place such a prohibitive price 
upon them that he would not care to 
buy. I do this to keep my stock un- 
brokenin dates. Idon’tcaretosell more 
than two copies to any individual.” 

“Do you keep foreign publications 
in stock as well ?” 

‘*Oh, yes. [have on file all the lead- 
ing European newspapers and maga- 
zines. Many of these, like our own 
newspapers, are sent to me gratuitously 
by the publishers, so that every day my 
newspaper mail is enormous. Recog- 
nizing the peculiarity of my business, 
newspaper publishers, asarule, always 
put me on their ‘free list’ for at 
least two copies of their paper, and the 
same with periodicals and magazines. 
My advertising in former years has 
made me well known to the publishers 
all over the world.” 

** Do you indulge in any other enter- 
prise, Mr. Budd ?” 

‘*Sometimes I get out a reproduc- 
tion of some old but important paper. 
Here, for instance, is a copy of the 
Gazette of the United States for the 
half week ending May 2, 1789. It 
contains an account of the inaugura- 
tion of Washington as President. I 
have reproduced that and circulated it 
widely, with my own imprint, more as 
a personal advertisement than to make 
money out of it. Here, again, is a 
copy of the U/ster County Gazette, of 
January 4, 1800, It was published at 
Kingston and contains the particulars 
of Washington's funeral. That I have 
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also had reproduced for advertising 
purposes. Then, on the occasion of 
the dedication of Grant’s tomb, I got 
out a reproduction of the New York 
Tribune, for July 8, 1863, which is 
full of Grant’s glorious victory at 
Vicksburg. All these have been 
money makers for me, and all proved 
to be good advertisements for my 
business.” 

‘‘ The fire at your Ravenswood es- 
tablishment was a great loss to you, I 
believe?” 

‘* Yes, an irretrievable one, and, of 
course, I had not a cent of insurance; 
for, in the eyes of insurance people, 
my stock is nothing but ‘ junk.’ Some 
fifteen miilion copies of newspapers 
and magazines were either damaged or 
destroyed, but I still have more than 
four millions left intact.” 

** How do you arrange such a vast 
number of papers?”’ 

‘*TIt is just a simple system of my 
own. All the papers of a given date are 
arranged in bundles, according to States 
and localities, with a separate tag on 
each bundle. In this way, either my 
men or I can put our hands upon 
any paper we want inside of a minute 
or two. All orders received in the of- 
fice during the day I take home with me 
to Ravenswood at night, and bring back 
the required papers or magazines in 
the morning. 

‘*T may add that, in one respect, I 
am like your ‘ Printers Ink Jonson,’ 
I demand the money before the goods 
are delivered. That 1elieves me of all 
bookkeeping and unnecessary corre- 
spondence.” Joun S. GREy. 

ilies 
TO GET MATERIAL FOR ADS. 

If a woman happens to praisea range or 
some utensils she = gotten at the store, ora 
man commends tools or other articles in the 
dealer’s hearing, he should remember what 


they say, for nothing else makes a more plausi- 
ble an looking advertisement.— 





attractive 
Stoves and Hardware Reporter. 
—__ +o 








WE now have H. O. (oatmeal), O. H. (malt 
extract) and O. H. (cigars). Some original 
person should help us by bringing forth an- 
other combination, since this one is exhausted 
by its diversity of labors. 
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> 
i SOME PRINTERS’ INK TESTIMONIALS. } 
> 
MODEST MERIT MODESTLY MENTIONED. > 
b 3 
7 At the present moment Printers’ INK be engraved the golden words in which the 
< is in want of some genuine testimonials testimonial was expressed, and on the 
< that shall blazon forth the Little School- other the name of the writer, the date, and 
{ master’s transcendent merits — not ful- some account of the object of the cup and — 
+ some flattery, but earnest, genuine praise the affectionate regard in which the suc- 
< from honest admirers. Testimonia s are cessful pupil is and ever shall be held by 
7 invited in this open way, because the Little his loving teacher. You who admire the 
+ Schoolmaster wants everybody to know Little Schoolmasterand his plain, straight- ; 
{that just now heis forward but mod- + 
} aching to be puff- est ways, can not § 
ed. He invites do better than just > 
7 his pupils to com- to write a letter ¢ 
7 pose testimonials and give expres- > 
with care, write sion to your feel- > 
them out hand- ings. That letter > 
i somely in a bold may bring the & 
7 hand that will Loving Cup. Let > 
stand a photo- it be addressed to 
i graphic reproduc- PRINTERS’ Inx, 
+ tion, and then just the Little School- 
i send them in. master in the Art 
< Testimonials that of Advertising, 
do not appear to New York.—/rom > 
{be written in good PRINTERS’ INK, > 
< faith will go into December 8, 1897. & 
< the waste basket. The award of $ 
7 Such as seem gen- cupandspoonswill > 
uine, but are bad- be announced in § 
ly written and the Jubilee num- 5 
+ poorly expressed, ber of Printers’ = 
i will be preserved Ink, issue of July > 
+ with loving care, 6th. Thenthe ¢ 
d but not used. Such Little Schoolmast- § 
das are well written erwill betenyears § 
and genuine, and old. There re- > 
expressed with mains ample time 
judgment, will be in which to write > 
reproduced for ad- down confession § 
vertising purposes of admiration for > 
or copied and com- modest merit. Tell 
mented upon in what you admire 
these pages. For PRINTERS’ INK LOVING CUP, in Printers’ Ink, § 
the best dozen and how it has 5 
testimonials a sterling Souvenir PRINTERS’ helped you. If youdo not secure the cup 


Iyk Spoon will be duly sent, one to each 
of the dozen writers, and to the writer of 
the testimonial that is the best, the best 
expressed, the honestest and the most gen- 
uine, there will be sent a solid silver Lov- 
ing Cup, upon one side of which there shall 
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or even a spoon you wiil at least have a i 
chance to show that good-natured ap- 
preciation of modesty and merit that goes f 
so far to endear one to one’s friends, and . 
to make life worth living.—vom Print- 
ERS’ INK, éssue of March 23, 1898. 

4 
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New York, May 28, 1808. 

The Little Schoolmaster has stated in various 
recent issues that it is pleased to know the 
good opinions that its readers may entertain of 
it, the reward for the best opinion to be a silver 
Loving Cup. 

I do not know of any better way that I can 
add to what I have already said on the subject 
than to give you the following information : 

It is my purpose at some time during the 
coming fall to begin the publication of a 
monthly journal devoted to the subject of ad- 
vertising. The name of this publication will in 
all probability be Jones’ Opinions. In the 
prospectus w hich will shortly be issued and in 
the first issue, the principal opinion that will 
be stated is as follows: 

A “ PRINTERS’ INK” BABY. 
_ I suppose that as soon as this publication is 
issued it will be accused of being a PRINTERs’ 
Ink baby, and therefore I might as well ac- 
knowledge the parentage inadvance. The rea- 
son why I am free in this acknowledgement is 
because I consider it a recommendation to be 
known as a student of that publication. I do 
not believe that there is, ever has been, or 
nrobably ever will be, another as good publica- 
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tion on the subject of advertising. This month- 
ly of mine in no sense attempts to be its rival. 
The man who is not already a subscriber to 
Printers’ Ink will be very foolish to sub- 
scribe to my publication. His first duty to 
himself is to read Printers’ Ink. If he is 
already a reader of Printers’ Ink, I hope 
to be able through this publication to second 
the lessons of advertising which it teaches. 
May Jones’ Opinions grow to be a worthy son 
in the now quite numerous family of the 
Little Schoolmaster. 

I do not know of any way in which a stronger 
admiration could be expressed for PrinTERS’ 
Ink than to say,as I have thus proposed to do, 
that Printers’ Ink is superior to any publi- 
cation that I know, or have known, or that I 
shall probably ever know, including my own 
prospective publication. Yours for more busi- 
ness through better advertising. 

Cuas. F. Jones. 





It is impossible to express one’s appreciation 
of the Little Schoolmaster without being ac- 
cused of using extravagant and exaggerating 
language ; and if a person uses language that 
might prove acceptable—be believed —he 
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doesn’t begin to do justice to his feelings and 
judgment. 

Perhaps not one in a hundred of the pupils 
can point to acertain number of dollars and 
say, ‘‘ All due to Printers’ Ink ”’; yet each 
one may feel sure or know absolutely that the 
teachings of the Little Schoolmaster have en- 
abled him to show a profit at the end of the 
year instead of a loss. 

large number of us fail to realize how much 
we are getting from Printers’ INK each week. 
That which we frequently attribute to our own 
unrivaled, original genius is nothing more nor 
less than the inspiration of some of the articles 
in Printers’ INK. 

I donot value Printers’ INK because of the 
amount which I can take bodily from its pages 
and appropriate to my own use, but for the 
suggestive thoughts which enable me to put 
fresh life into my business ; to see unnecessary 
expenses; to invest money judiciously; to 
handle every phase of the oo nae wos problem 
of business so that the solution will give as a 
result—profit. 

If Printers’ Inx treated of publicity only, it 
would be of great value to but very few, because 
good advertising is but one of many factors in 
producing success. One small leak at an un- 
guarded, unknown point may allow more to es- 
— than the greatest genius of the world can 
collect. 

I presume that in time my experience would 
onde me many of the things which I get from 
PrinTErs’ INK, but one Zard experience might 
cripple me so financially that I would not be 
able to profit by the valuable lesson. 

I am willing to accept the varied experiences 
of others, and I know of no better place to ob- 
serve them than through the pages of Print- 
ERS’ Ink. If a number of men have found 
that a certain policy has lost money for them, I 
want to avoid that policy. If some of the most 
successful men of to-day have found certain 
methods to be good, safe methods, I shall feel 
like following their lead. 

PrinTErs’ Ink is worth more to me than the 
interviews which any one man might secure 
from the leading business men of the country, 
and such a man would cost me, in salary and 
expenses, at least $3,000 per year. 

Printers’ INK is a mighty good business 
friend. Joun Hurveut, 47 West Street. 

RUTLAND, Vt., May 25, 1898. 


Printers’ Ink, the Little Schoolmaster in the 
art of advertising. How apt a title! 

Read It—And the condensed knowledge of 
those who have made successes in the 
very field in which you are working is 


yours. 

Read It—And you will get a mind-training of 
such rare value that your advertising 
faculties will be broadened, strength- 
ened and developed, giving you the 
power to think better, write better— 
produce better results. 

Read It—And you will be able to detect the 
weak points in both mediums and men, 
for fraud has no place in its columns, 
and the follies and the vices, the guiles 
and the shams are exposed and laid 
bare, that you may profit and be save 
from them. 

Read It—And you will learn the secret of 
money-making ; for good advertising is 
the greatest money-bringer on earth, 
and Printers’ Ink tells how to pro- 
duce good advertising. 

Read It—Young men! for the wisdom of older 
heads and riper years is there for your 
guidance an eke. 


Read It—Old men ! and rejuvenate your ideas, 
for there you will find the best thoughts 
of the best brains of that vast multitude 
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of young fellows who have made Amer- 
ican methods and American skill famous 
over all this broad world of ours. 

For Printers’ Ink has that in it which 
stimulates the mind to brisk and vigorous ac- 
tion, and he who can not derive some benefit 
from every issue of this Prince of Teachers is 
dull indeed. 

To Printers’ Ink is due the success of 
many who are brilliant lights in the advertising 
world. Its methods are their methods, its 
standard their standard. Be taught as they 
have been taught, and with perseverance and 
diligence on your part, original in your meth- 
ods, honest in your dealings, you can rise from 
obscurity to everlasting fame. 

Five dollars a year will bring it to you week- 
ly, and one single line may give you an idea 
which will produce fifty times five dollars. 

What you pay for it is littl—what you re- 
ceive is much. Where else can you find so 
great value for so little money? 

Tue Grsps & WiLtiAMs Co. 

New York, June 4, 1898. 


Allow me to add a word to the testimonials 
as to PRINTERS’ INK’s merits. 

Since July, 1894, I have been a constant 
reader of Printers’ INK, and many a dollar 
the wisdom absorbed therefrom has brought 
me. 

During the past four years I have had the 
opportunity of reading various other advertis- 
ing journals, and, as far as I can recollect, I 
have very seldom seen a practical suggestion 
in any of them that did not appear in PRINTERs’ 
Ink, and in nearly every instance the sugges- 
tion was published in Printers’ INK first. 

It may be said that Printers’ INK quotes 
many articles from other advertising papers. 
This is true, but in nearly every instance the 
substance of the ideas contained in the articles 
had previously appeared in PrinTERs’ INK. 

The editorial columns of Printers’ INK 
may be compared to those of the 7'77éune and 
Herald of New York, less noisy than some, 
but absolutely reliable. 

Two advertising catch phrases which come 
to mind would seem to be more truthful, when 
applied to Printers’ Ink, than when con- 
nected with the articles they were originally in- 
tended to advertise : 

“A little higher in_price—but ”’ 
“If you see it in the Sx it’s so.’ 
Vive Printers’ Ink! 





F. W. Decker. 
111 Chambers, Newburgh, N. Y., May 26, 
1898. 


PrinTErs’ INK was introduced to me six 
years ago, andsince that time I have read al- 
most every issue from cover to cover. 

I like it and value it, not so much for the 
ideas I crib from it as for the seeds of ad sense 
it has sown in my mind. 

These seeds have sprung up, and are spring- 
ing up, bearing fruit, some thirty, some sixty 
and some a hundredfold. I might claim more, 
but ‘‘ modest merit ’”’ modestly forbids. 

I like the Little Schoolmaster because it en- 
listed me as a pupil in the science of advertis- 
ing, and following its teachings has helped me to 
the top row of the class, where the experts are. 
Of course I’m still in the same school, and 
there I mean to stick because it paysme. And 
one can’t say more. Believe me, your faithful 
scholar, \ # Kina. 

MAncuesTER, EnG., 13 Blackburn street, 
Old Trafford, May 24, 1898. 








“* That exceedingly serviceable and thorough- 
ly modern publication, Printers’ INK.” 


Brooklyn (N. Y.) Eagle for June 2, 1898. 
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WHAT SOME PUBLISHERS ASSERT. 


** Jsaid in my haste all men are liars." —DPsalm cxvi., U1. 


The paragraphs in this department are inserted without any charge or 


payment. 


A publisher who has a good story is invited to tell it as tersely as 


he can, setting up the most substantial claim he habitually uses to influence 


advertisers. 


his own, there will be no objections to comparisons. 
sends is published as coming FRoM HIM. 
paper all he likes, for what is wanted is what can be said in its favor. 


Although a publisher need not necessarily refer to any paper but 


What the publisher 
It is his privilege to praise his own 
What 


he does say, however, ought to be true—adsoluéely. 


CALIFORNIA. 

Los Angeles (Cal.) Evening Express (1).— 
Those who have goods to sell which women 
buy can reach customers better through the 
Evening Express than through any other Los 
Angeles newspaper. 

Oakland (Cal) Messiah’s Advocate (2).— 
Progress in past six months—3oo additional 
subscribers, new and larger office, new cylin- 
der press and electric motor, jobbing plant. 
Present condition, semi-monthly, 1,500 circula- 
tion and steadily increasing; only denomi- 
national paper west of the Mississippi ; eight 
pages illustrated ; published by a religious so- 
ciety since 1881, Future prospects, expect to 
soon become a weekly and devote a page or 
two toads. Question? How can we best get 
into communication with live advertisers? We 
can make mighty low rates for a starter for first- 
class ads. Some ads we don’t want at any 
price. 

, Riverside > Enterprise (1).—Is_ the 
only paper belonging to the Associated Press 
between Los Angeles and San Diego. Its cir- 
culation is increasing daily and advertisers get 
the benefit. 

CONNECTICUT. 

Hartford (Conn.) 7Zmes (1).—Has the larg- 
est paid circulation of any daily paper in the 
State of Connecticut. Daily average over 
14,000, 

New Haven (Conn.) Evening Register(1).— 
The average circulation each issue for the 
month of April was 12,006 copies. 

DISTRICT OF COLUMBIA, 

Washington (D. C.) Zimes (1).—The circu- 
lation of the 7zmes, as sworn to and guaran- 
teed by the Advertisers’ Guarantee Company, 
of Chicago, Ill., under a bond of $50,000, is 
now 60,000 daily, a figure never before reached 
by any other Washington paper, and greatly in 
excess of the combined circulation of the other 
two Washington newspapers. 

ILLINOIS, 

Chicago (Ill.) Farm, Field and Fireside 
(2).—The actual paid in advance cash subscrip- 
tion exceeds 45,000 copies weekly. 

Chicago cit) Record of Christian Work 
(1).—Appeals to the aggressive Christian, and 
we venture the statement that no other maga- 
zine in the United States reaches a better class 
of subscribers, 

INDIANA, 

Indianapolis (Ind.) Pat) tot Phalanx (1).— 
The official organ of the Indiana Prohibition 
State Central Committee and by its vigorous 
policy in espousing the cause of temperance 
and prohibition has built for itself a splendid 
list in this State and over into the borders of 





EXPLANATIONS. 

(1) From printed matter emanating from 
the office of the paper and used in connec- 
tion with its correspondence. 

(2) Extract from a letter or postal card. 

(3) Extract from the columns of the paper 
appearing either as advertising or reading 
matter. 

(4) By word of mouth by a representative 
of the paper. 


into seven 


Ohio, Illinois and ee Yar ng 
omes in this 


thousand five hundred first-class 
region every week, 
KENTUCKY, 

Louisville (Ky.) Dispatch (2).—Its success 
has been phenomenal, as its circulation of 
19,000 daily and 23,500 Sunday will attest, Its 
a rivals (the Courier-Journal and Com- 
mercial) have never accepted the offer of the 
Dispatch of $500 to either if they could show a 
larger circulation. The rates of the Dispatch, 
circulation considered, are lower than any other 
paper in the Southwest. 


MAINE, 

Waterville (Me.) Fireside Gem and A meri- 
can Nation and Augusta (Me.) Home Treas- 
ury (2).—Constitute “Sawyer Trio,” of which 
combined circulation for the past twelve 
months has not been under 800,000 per issue. 
No sample copies are utilized, every one going 
to a paid in advance subscriber. The Sawyer 
Publishing Co., which issues these three peri- 
odicals, calculates to produce and mail over 
1,000,000 monthly, beginning September, 

MASSACHUSETTS, 

Boston (Mass.) Modern Priscilla (1).—Is 
studied by women who do fancy work. The 
average circulation is in excess of 60,000 
copies. 

Holyoke (Mass.) La Presse (2).—Is the only 
French newspaper in Western Mass., where a 
large percentage of the population is composed 
of French people. It is published every Tues- 
day and Friday and circulates 2,500 copies at 
each issue. It is well edited and contains arti- 
cles which are of special interest to French 
readers. 

Newton ng Graphic (1).—Has the 
largest circulation of any paper published in 
Newton. 

MISSOURI. 

St. Louis(Mo.) /uternational Evangel (2). 
—Has a guaranteed circulation of 27,500 cop- 
ies and reaches every State and Territory 
in the Union, It circulates not among children 
or miscellaneous families but goes direct to the 
officers and teachers of our Sunday schools and 
pastors of churches. 

St. Louis (Mo.) Repudlic (1).—For nearly a 
century the Refudlic has been the acknowl- 
edged family paper of St. Louis and the Mis- 
sissippi Valley. 

NEW JERSEY. 

Hoboken (N. J.) Oéserver (1).—Larger cir- 
culation in proportion to population than any 
other paper published in New Jersey. Daily 
issue exceeds 12,000 copies. This circulation 
represents the best and most substantial ele- 
ment in the city. Has the exclusive field in 
North Hudson County. 

NEW YORK. 

Buffalo (N. Y.) Exfress (1).—Every one 
who knows anything about Buffalo knows that 
the Z.xfress is its leading paper. The Morn- 
ing E- xpress is mostly delivered to homes and 
families at $6 a year, and is sold in and out of 
the city at two cents. It is read by the best 
element always, The /ilustrated Express, as 
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in the past ten years, continues to hold the first 
position in quality, extent and value of circula- 
tion and advertising over all other Buffalo 
papers, daily or Sunday. Selling at five cents 
a copy, it is “the best advertisement Buffalo 
ever had,”’ and the one paper to reach the most 
of the buyers in Buffalo’s field. Both stand for 
the best in advertising and circulation. 

Dunkirk (N. Y.) rut (1).—Fruit-growers 

enerally are of the very best class of readers— 
intelligent, prosperous and industrious. Ad- 
vertisers can not ask fora better class of people 
to reach with their announcements. /rx/t isa 
high-grade national monthly magazine that 
reaches the fruit growers and dealers of every 
State in the Union. It is quoted more than 
any other horticultural magazine in this coun- 
7 It contains no objectionable advertising 
of any sort. It offers unequaled service to 
those advertisers who wish to reach the fruit 
grower and the housewife. Besides it is widely 
read by poultrymen. 

oosick Falls (N. Y.) Democrat (1).— 
Covers all the territory between the Vermont 
and Massachusetts State lines and the city of 
Troy, N. Y., lying — the Fitchburg Rail- 
road, for a distance of 35 miles. No other 
—- so fully covers that section of country. 

ew York (N. Y.) Book Buyer (1).—Tias 
the largest circulation of any periodical of its 
kind in this country, and goes exclusively to 
the better class of people who are especially 
interested in literature and art. 

New York (N. Y.) Cheerful Moments (1). 
—Does not lay claim to an enormous circula- 
tion, but it does claim to have an honest circu- 
lation—a circulation exceeding 100,000 copies 
each month and is the only paper of its ys 
that proves its circulation in the form of a 
sworn statement on its editorial page each is- 
sue. Its circulation is confined to the little 
towns and villages throughout the United 
States, not more than two per cent going into 
cities of 10,000 or more population. 

New York (N. Y.) Feld and Stream (1).— 
Its circulation extends through every State in 
the Union, and all parts of the Canadian Prov- 
inces. Its readers are largely people whose 
love of outdoor sport, travel and adventure 
makes them liberal spenders. 

New York (N. Y.) Harfer’s Bazar (1).— 
The army who receive Harfer’s Bazar every 
week take it because they actually want it for 
the reliable high-grade matter it contains. Such 
people have confidence in the Bazar, and are 
able to buy and do buy the good things offered 
in its columns. The Sazar puts you in touch 
with the people. The Bazar is read by women 
who are interested in fashions as well as in 
home and its comforts. 

New York (N. Y.) Jewelers’ Weekly (3).— 
The circulation during May, 1898, was more 
than 7,500 copies a week—at least 1,500 copies 
a week more than that of any other weekly pub- 
lication in the trade. All compe‘itors are chal- 
lenged to acomparison of post-office receipts 
and other proofs with those of the Weekly. 

New York (N. Y.) Ladies’ World (1).— 
The challenge of the Ladies’ Word is that, 
quality and quantity considered, its space is 
cheaper than that of any other medium in its 
class, 

NORTH CAROLINA. 

Durham (N. C.) Christian Educator (1).— 
Read by not less than five thousand persons 
every month, 


OHIO. 
Akron (O.) Sunday World (2).—The only 
Sunday paper in Summit County. It caters to 
and reaches those people who read the adver- 
tisements and profit by them and pay cash— 

commonly termed “‘ The great middle class.” 
Cincinnati (O.) Express Gazette (2).—Is the 
only paper published in the i of the ex- 








PRINTERS’ INK. 





press service, and circulates generally among 
the 55,000 officials, agents and employees of all 
the express companies in the United States, 
Canada and Mexico. 

Cleveland (O.) Press (1).—Lowest advertis- 
ing rate proportionate to circulation in the 
world, 

TENNESSEE, 

Chattanooga (Tenn.) 7radesman (2).—Aver- 
age circulation 7,080. Paid circulation increas- 
ing every day. Its field the South and South- 
west. More generally read and referred to by 
the best trade than any similar publication in 
this field, for it is conservative and reliable, 
No other similar journal so largely presents the 
opinions of leading manufacturers and business 
men on subjects of general interest through 
special letters. 

Knoxville (Tenn.) Sentine/ (:).—Double the 
home circulation of any other Knoxville newspa- 
per, The Sextine/ circulates inEast Tennessee, 
Western North Carolina, Southwestern Vir- 
ginia, Southeastern Kentucky and North Geor- 
gia. The Sentinel has a circulation of over 
4,700 copies daily and 2,253 weekly. The cir- 
culation for the daily is believed to be larger 
than both the Setzzel’s morning contempo- 
raries. In Knoxville and suburbs it is known 
to be larger than both the morning dailies. 

TEXAS. 

Dallas (Tex.) Southern Home (1).— Largest 
guaranteed and proven circulation in the South- 
west. Circulates in town and country. 

VIRGINIA. 

Staunton (Va.) Sfectator and Vindicator 
(1).—Has the largest circulation of any paper 
published in the valley of Virginia. 

NOVA SCOTIA (CAN.). 

Arichat (N. S.) Richmond Record (2).—Ad- 
vertisers are beginning to acknowledge the 
superiority of the Record as an advertising 
medium, The Record’s territory is large, cov- 
ering the entire Island of Cape Breton, com- 
prising four counties, the total population being 
almost 100,000 inhabitants. The Record is the 
favorite paper among these people, for proof of 
which our circulation books are open for in- 
spection, 

ONTARIO (CAN,). 

London (Ont.) News (1).—Is credited by the 
American Newspaper Directory, of New York, 
with the largest circulation of any daily paper 
in Ontario outside of Toronto. Two editions 
daily. 

London (Ont.) Mews (1).—The Dai/y News 
goes into the homes. It is the home paper, 
and the people in the homes are those who con- 
stitute the purchasing masses. 

Toronto (Ont.) Globe (1).—The American 
publisher and the Canadian reader may be 
easily brought together through the medium of 
the G/ode. Its readers include the great liter- 
ary class who value its criticisms and read its 
columns, _ Its book reviews and library chats 
are one of its most prominent features. _ It is 
sold in every railway train and is on file in 
every public library in Canada, It has the 
largest circulation of any daily newspaper in 
Canada. 

QUEBEC (CAN.). 

Montreal (P. Q.) La Presse (1).—Largest 
circulation of any French newspaper in Amer- 
ica. Largest daily circulation in Canada, 
French or English, without exception. Over 
18,000,000 copies of La Presse printed, sold 
and read in 1897. 

Montreal (P. Q.) S#:» (2).—You will be 
interested in knowing that the popular tide 
which has been running 1n favor of the “am- 
tly Herald and Weekly Star has turned the 
circulation over the 100,000 mark, Unheard 
of in Canada before now. 

Quebec (P.Q.) La Courier du Canada (i). 
—Circulation daily, 3,000 ; weekly, 8,500. 
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JENSON TYPE. 
In Jenson type my printer knows 
The height of typographic pose ; 
The black-faced letters cross the page 
Like mummers of some by-gone age 
In solemn, sad funereal rows, 


No matter what is said, “it goes,” 
Though doggerel verse—puerile prose, 
If but its wretched rantings rage 
In Jenson type. 


Go, foolish rhyme, and dress your woes 
In this prevailing garb of those 
Who call all well that fits the gauge 
Set by the medieval sage 
You too may conquer, I suppose, 
In Jenson type. 
—Gelett Burgess. 


- so 
A NEWARK SERMON. 

The business man gets exactly his share of 
the trade he asks for—provided he deserves it 
and asks for it properly. 

You know of certain very good and sufficient 
reasons why you should get a certain amount 
of a certain trade. 

Do youask for it properly? Do you present 
these very good and sufficient reasons to possi- 
ble customers in the right light and through the 
best available medium ? 

If you don’t you do not deserve the trade 
you think you deserve. Consequently you 
on’ t get it. 

The customers you want are not engaged in 
the mind-reading industry. They will never 
know what you can do for them unless you tell, 

They read their paper for the news. 

Advertising is news—nothing more nor less. 

The news of your business should be printed 
in the newspaper. 

Then it will be seen and read by those whom 
you desire to reach. 

Then you will have asked properly for the 
trade you want. Then you'll get it. 

You must use the right newspaper, though 
the newspaper read by the people whose trade 
you are anxious to secure.— Newark (NV. /.) 
Daily Advertiser. 

; «o site 
PRIVATE POSTAL CARDS. 

The President has signed a bill of much in- 
terest to merchants in every line of trade who 
find it convenient to use postal cards in adver- 
tising their business. The new law permits 
private parties to design and print their own 
cards, and to circulate them in the mails by af- 
fixing one cent toeach card. The text of the biil 
as it becomes a law is as follows: 

Be it enacted, etc., That from and after the 
first day of July, eighteen hundred and ninety- 
eight, it shall be lawful to transmit by mail, at 
the postal rate of a cent apiece, payable by 
stamps to be affixed by the sender, and under 
such regulations as the Postmaster-General may 
prescribe, written messages on private mailing 
cards, such cards to be sent openly in the mails, 
to be no larger than the size fixed by the Con- 
vention of the Universal Postal Union, and to 
be approximately of the same, for quality and 
weight, as the stamped card now in general use 
in the United States.—Dry Goods Economist. 
~~? 

Ir is said that Uncle Sam spends about 
$125,000 a year. for advertising in the news- 
papers. Thatisn’t a patch on the expendi- 
tures of some of our great merchants for this 
purpose. Besides, the great merchants put 
their advertising in newspapers that are read 
by the greatest number of people. They do 
not parcel out their advertising among insig- 
nificant publications, as Uncle Sam does. 
The great merchants know their business,— 
Boston Heald. 
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ELECTROTYPES. 

Electrotypes can be made direct from wood 
engravings, zinc etchings, half-tones, type, or 
from a combination of zinc etching, half-tone 
and type. An electrotype is not reproduced by 
a photographic process, but is simply a cast or 
mold from an engraving. A great deal depends 
upon the original plate from which an electro- 
type is made. If the original is shallow, in- 
distinct and blurry, no matter how good the 
electrotype is from this plate, the same defects 
will appear in the electrotype. It is on account 
of the fineness of a half-tone that great care 
must be taken to get a good electrotype which 
will contain good printing qualities. When 
preparing electrotypes for advertising purposes, 
where the design is such that it contains a mor- 
tised space for type matter, it is well to make up 
the electrotypes of the engraving and type mat- 
ter combined, so the publisher will receive a 
complete electrotype of text and illustrations,— 
Binner’s Nineteen — Creations. 


ON IN THE BC BOARDS. 
The New York Journal has 200 large boards 
and the New York Wor/d has about 150 large 
boards.—Billposter. 











ARRANGED BY STATES. 


Advertisements under this h this head 50 cents a line 
Must be handed in one week in advance. 


GOUTHERN 1 FARMER, Athens, Ga. Leading 
‘ Southern agric ultural publication. Thrift 
people read it; 22,000 monthly. Covers Sout 
and Southwest. Advertising rates very low. 


SOUTH CAROLINA. 


‘s= COLUMBIA REGISTER—daily and weekly 
—is the only daily paper in South Carolina 
giving a sworn and detailed circulation state- 
ment. (See Ayer’s Directory). i 
family newspaper published in the State. 
why it pays to advertise in THE REGISTER. 


WEST VIRGINIA. 
hue aE NEWS, 7,500 daily. Onl ke 
e’g paper in city 40,000. LACOSTE, N. Y 


CANADA. 


DVERTISE in Canada. omay se circulating 
there. Get information, rates, etc., from 
E. DESBARATS ADV. AGENC ¥, Montreal. 




















\ 











Displayed Advertisements. 
50 cents a line; $100 a page; 25 per cent 
extra for specified position—i/ granted. 
Must be handed in one week in in advance. 


PHENIX, ARIZONA, 


is growing faster than any 
other town in the Southwest. 


THE 
e s 
Arizona Republican 


published every morning 
in the year, 4  * with the town. 
Two Linot Associated Press 
dispatches ! ~#.. press! 


Arizonians swear by the Republican. 


H. D. LA COSTE, *xew'vor."” 


New York. 


See 
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i [Avz you tried little booklets or circulars to | 


advertise your business? I write, design 


and print them in a convincing and attractive | 


manner. ive you a price on your next 


L 
order. Add 
ers’ Ink Press, 10 Spruce St., N. 


THE EVENING CALL 


LAFAYETTE, INDIANA, 
is the best daily newspaper in America for the 





et me g 
ress WM. JOBNSTOR, Manager Print- | 


size of the town. It is typographically handsome, | 


accurate and reliable. Member Associated Press. 
It has more home advertising and foreign adver. 
tising than any other evening paper initsfield. It 
brings results. It is read by all classes. 


The Detroit 
Suns 


Write for our Special 
Summer Rates. 


We aim to give our patrons a fair 





exchange for your money. 


DETROIT SUNS, 


} 
DETROIT, | 
MICHIGAN 














CHICAGO. 





PRINTERS’ INK. 





ONE TRIAL BRINGS RESULTS. 





Send for Sample 
Cc 
and Rate Card. 


THE 
HARTFORD 


TIMES 


with its circulation of 


15,000 Daily and 
7,700 Semi-Weekly 


w 


ill take care of Connecticut 


for you. 


The Times is recognized as 


the best advertising medium 
in Southern New England. 


When figured in propor- 


tion to actual circulation, 
The Times’ advertising rates 
are 50 per cent lower than 
any other Hartford paper. 


Address 


THE TIMES, 
HaBTFORD, Conn. 


opy 











New England's Family Paper. 





Portland Transcript 


THE 





Portland, 


The following facts wiii interest 

advertisers who are seeking the best 

mediums and who appeal to New Eng- 
ers. 


be average weekly circulation 
ol 
ending July 31, 1897, was 


One-half of this circulation is in 
Maine ; nine-tenths of it is in New 
England. 
Probably no paper in the country 
has so many readers per paper. 
Many TRANSCRIPTS are borrowed 
from house to house and finally 
sent to relatives in the W ) 
South. Ask any New Englander if 
this is not so. 
— issue of the TRANSCRIPT has 
2 pa 
ing does not exceed 10 columns. 
This means good position for “run 
of paper’’ ads. 
The advertising rates of the TRAN- 
SCRIPT are moderate, and two or 
three extra good positions can be 
had by early application. 


FIVE FACTS. 


the TRANSCRIPT for the year 


23,4433 


West or 


es. The average of advertis- 


TRANSCRIPT CO. 


Maine, 
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IF YOU amemenemanan 60 


t 
BE IRRELIGIOUS 3 Golman’s 
Remember that the sta- Rural World 


bility of the home, of business and of 
St. Louis, Mo. 
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the government has its firm foundation 
in the people who are religious. It is 
their influence which makes for peace, 
and it is their trade and work which 
makes for prosperity. If you want 
more of this peaceful trading and de- 
sire to participate in the prosperity 
which they create a wise plan to ob- 
tain it is by advertising in these papers: 


a6 bbb th db Ah AL 
Za > Oe 


it te i bd 


tia it te ths th nth 


For half a century the Rural 
World has been the leading 
Agricultural and Live Stock 
Journal of the Mississippi and 
MissouriValleys. Itisa 
Strictly Legitimate Farm 
and Live Stock Publication, 
with no side issues of any 


ww 


PHILADELPHIA 


PUT {SUNDAY SCHOOL TIMES, 
LUTHERAN OBSERVER, 
THEM $ CHRISTIAN STANDARD, 


—~wrvrevrwerwreeeeeeeeee 
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ON PRESBYTERIAN JOURNAL, character whatever. ) 
YOUR REF, CHURCH MESSENGER, , © 
LIST CHRISTIAN ooo” 4 $ 
. PEPISCOPAL RECORDER, > No 

$ CHRISTIAN RECORDER. > Land Schemes, $ 

> No Sewing Machines, ra 

2 4 
They cover a portion only of the|3 No Patterns, ¢ 
religicus field, but that field is theirs 4 No Coupons, $ 

exclusively. They now provide the| % 

indorsed introduction > No Seeds, § 
3 No Merchandise of any § 

To Over 220,000 = {3 no tue on } 

’ 3 No House Organ, ‘ 

Best Religious Homes [3 Not in the Book Publish. 

© 


ing Business. 












In fact, we have nothing to 
sell but advertising space at 
fair and equitable rates. The 
Rural World is one of the 
very few strictly legitimate 
farm papers in the United 
States, 

Stock Breeders are partial 
to the Rural World, as it 
brings results. 


They talk in the Protestant denomi- 
nations to people who have homes to 
keep up, children to rear, clothe, doc- | ; 
tor and educate—the people who have 
money for their needs, and whose needs 
cover the whole year. 


From 23 to 78 years these papers 
have grown up in families able to buy 
what they want, and in these families 
they have the loving confidence of 
many readers, 


6560606060606. ACA MALACCA ALA 


lth thi th ti thi he dp i i dp ip dp hp bd 


Advertising rates and full particulars will 
be furnished for each paper separately, or in 
combination, by the Advertising Department 
of these papers. 


The Religious Press Association, 
Witherspoon Building, Philadelphia, Pa. 


Rates and Sample Copy 
Free 
Upon Application. 
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The Bicycle Trade and Rider, 


WEST OF THE RIVER, 


IS ONLY REACHED THROUGH 


THE CYCLING WEST 


Let us help you get agents where 
you have none, and help the agents 
you have, by advertising your goods 
before the riders in their vicinity. 


Advertisers in 


Farm-Poultry 


Get Results 
For Good Reasons. 


ist.—It has the largest circulation of any 
journal of its kind in all the world. 

2d.—It reaches well-to-do people in the sub 
urbs of cities, large towns and villages 
who have money to spend. 

3d.—It goes into the family, and is read 
largely by the women, 

4th.—Every subscriber pays cash in ad- 
vance for it, because of the practical, 
helpful matter it contains which they 
find useful. 














sth.—Over 10,000 copies are sold on news- 
stands each month, in addition to yearly 
subscribers, because it is bright, clean, 
and “ up to date.” 

6th.—It has no ‘dead head”? circulation; 
it is all “ fresh eggs.” 

7th.—It sends sample copies only to those 
who request same for examination. 

It is published semi-monthly. Forms close 
the 5th and 2oth of each month, Sample 
and rates sent on application to 


I. S. JOHNSON & CO., 


WE HELP BOTH. 


NO OTHER CYCLE PAPER REACHES 
OUR FIELD. 


WE ARE ALONE. 


Write us for special inducements. 


The Cycling West Publishing Co. 


BOX 133. DENVER, COL. 















22 Custom House Street, Boston, Mass. 















Eastern Office : (335 Broadway, New York. 


With its large circulation amongst people who 
fish and camp out, and have money to purchase 
what they require to enjoy their outings, has 


"TIS FISHING AND CAMPING TIME 
proven to be one of the very best mediums 


Or[s through which manufacturers and dealers in any- 

thing used by anglers and campers 

fi - can advertise and secure new 

bring satisfactory and profitable 

RATES ON APPLICATION. ADDKESS returns, 


business. 
Try an advertisement during the 
SPORTS AFIELD, 358 Dearborn Street, Chicago, Ill. } 
H. WURZBACH, Ilanager. | 


coming season. It can not fail to 


















... EDUCATIONAL INSTITUTIONS ... 


The Wealthy Cattlemen and Stock Farmers of Texas, Indian Territory, 
Oklahoma and New Mexico, the majority of whom are close readers of 


Cexas Stock and Farm Journal 


are good patrons of the educational institutions of the North and East. 
The Journat has a aan circulation of 16,000 subscribers. 


Offices: Dallas, Fort Worth and San Antonio. 





vwvvvvee 




















PRINTERS’ INK, 45 


The Daily 
Republican 


Phoenixville, Penn. 

The only daily newspaper in 
a town of ten thousand and in 
a community (within a radius 
of ten miles) of fifty thousand. 
U.S. Department of Agriculture 
reports say that this commu- 
nity is the richest in the United 
States. 

For guaranteed circulation rat- 
ing and description, see Ameri- 
can Newspaper Directory. 


The Daily 
Republican 


Phoenixville, Penn. 












ALBANY, N. Y. 






Largest, Brightest 
and Best Newspaper; 
published in 

the Capital City. 









; RATES AND SAMPLE COPIES ON ; 
APPLICATION. 







JAMES C. FARRELL, 
Manager. 

































"Agricultural 
Advertisers rzaci 
25,000 Larmers 


In the State of Maine, every week, through the 


WEEKLY COMMERCIAL 
FARMER AND VILLAGER 


and can cover thoroughly a growing territory twice the area of Mas- { 
sachusetts by using this paper alone. It is the best farmers’ paper in 
4 the State, and has a paid circulation exceeding 25,000 copies weekly, 
guaranteed by The Advertisers’ Guarantee Company, of Chicago, 


J. P. BASS & CO., Sarees BANGOR, ME. 




























Actual Average Circulation for Nov., Dec. and Jan., 15,407 
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To Get Customers — 
Advertise in their favorite family paper, 


THE EVENING JOURNAL 


of Jersey City, N. J. 
Average Circulation in 1897, - 44,756 
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in four months increased its 
®Q ® ® circulation 25,000 and its 


paid advertising from 2,520 


Nickell to 3,780 lines. 
®R . ‘ 
.  APaying Medium 
Magazine NICKELL MAGAZINE, 
4 Alden Court, 
Boston, Mass. 
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THE WAR 
WITH SPAIN 


Has Caused a Big Boom 
In Newspaper Circulation. 


The Troy Northern Budget 


Is in the front rank of the big newspapers of New York State. 
Advertisers and others like and patronize it because 
it excels in circulation and merit. 














IT IS AN IDEAL FAMILY NEWSPAPER, 

AND A GREAT FAVORITE WITH ADVERTISERS. 
Wide-awake, Clean, Progressive, excellently 
equipped and thoroughly up to date in its news 

Established and special features, it commands a striking 

1797 position in the newspaper field. 


C. L. MAC ARTHUR & SON, Proprietors, 
TROY, N. Y. 
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In War or Peace 


Ohio never fails in her duty 
because her people 


Are Patriotic and Progressive 


They read the newspapers 
and particularly the papers 
embodied in the 


Select List of Ohio 


If you desire to cover the 
State you will find it to your 
advantage to write the fol- 
lowing for terms: 






























Akron, Kenton, Portsmouth, 
Beacon-Journal. News. Times. 
Ashtabula, Lancaster, Salem, 
Beacon. Eagle. News. 
Lim 
Ce nn | Tate-pomeort. | Sandusky, 
Bucyrus, Mansfield, 
Var M on vs —_ 
i ari 
Sa coun iy 
Defiance, Marion, . 
Republican-Express. Star. Warr — i 
t Liverpoo Massillon, orn 
er 7 Independent, Wooster, 
Findlay, Mt. Vernon, Republican. 
Republican. News. Xenia, 
is, ewark Gazette and 
wy ” Tribune. Torchlight. 
Hamilton, Norwalk, Youngstown, 
Republican-News, Reflector. Vindicator, 
Ironton, Piqua, Zanesville, 
lrontonian. Call. Courier. 
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‘*TWO HEADS ARE BETTER THAN ONE.”’ 





THE STAMP ga- 
OF ORIGINALITY. 


R 
When 


you want 
high-grade 
lithographing 
or 

printing 
send to 
The 

Gibbs 

& 

Williams 
Co. 

18 & 20 
Oak Street, 
N. Y., 
corner New 


Chambers 
R 






S PRESS OF F 
/ THE GIBBS & WILLIAMS CO{ 
Teer Ue 
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Another 
Large Failure. 


One of the largest printing and pub- 
lishing houses in New York City has 
gone into the hands of a receiver on ac- 
count of financial difficulties, and I know 
that some of my competitors must have 
suffered, as the concern were very large 
consumers and could get unlimited 
credit. The failure was a thunder-clap 
to the printing trade, as the house was 
considered one of the richest in the 
cguntry. You will never see my name 
among a list of creditors, as it makes no 
difference to me whether you have one 
small job press or a building full of 
cylinder presses; you have to send the 
cash with the order, otherwise I don’t 
ship the ink. This is one of the main 
reasons why my prices are from fifty to 
eighty per cent lower than my competi- 
tors’, and my inks the best in the world. 
Send for my price list and _ printed 
specimens. Address 


PRINTERS INK JONSON, 8 Spruce St., New York. 
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THE LARGEST AND BEST 
FIVE-CENT MAGAZINE 


Each number is worth 
double the cost price— 
128 pages for only 5c. 


Che half hour 


#) 
Complete Stories, Poems, Serial = 
Stories, Editorial Comments, Cor- 
respondents’ Department, Music 
and fine Illustrations. 

No cheap magazine gives adver- 

tisers as large return. 

Make your contracts now and 

secure the benefits of the exceed- 

ingly low rates. 

Advertising agents will quote you 

prices, or address us. 

Copies of the “HALF HOUR” x 
#) 
: 


on all news-stands. 
Send for Sample Copy. 


George Munro's Sons, 
17 to 21 Vandewater St.. New York. 
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Che Big Bicycle 


Concerns 


advertise 











on the 


Poster Boards 


of the 


Brooklyn “E” 


because they know it’s | 
good display for very 





low rates, and brings 
sure results. 


| 
Any Business can be Equally Benefited. | 
| 


Geo. Kissam § Zo. 


! 35 Sands Street, 253 Broadway, 
Brooklyn. New York. 
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Ci /YCUNG 
Wfishaps 


Just as important as your repair kit 
to keep ever handy on cycling trips 
is a bottle of 


Cutelix 


What the former does for your wheel 





the latter does for yourself. For cuts 
or bruises you will find nothing to 
bring such quick relief or speedy cure 
as CUTELIX. A punctured tire isn’t 
nearly so troublesome as a punctured 
skin and you should never think of 


starting out on your wheel without 
CUTELIX. Any druggist will fur- 


nish it for twenty-five cents. 
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WE’VE HAD 


A Great Big Boom 


ON THE 


BROOKLYN L 


Advertisers are beginning to realize that 





the traffic has increased very largely 
during the past year, and they’re flocking 
in fast. Nowhere can you get such 
display or such value. 

$100 per month, 


285 Cars (297 July Ist), 


16 x 24-inch Card. 


The only real ‘‘L” Road advertising in 
America. Nobody can equal it, let alone e 


beat it ! 


June {5 we Run Over the Bridge ! 


GEORGE KISSAM & CO., 
253 Broadway, New York. 














PRINTERS’ INK, 





The Little Schoolmaster in 


the Art of Advertising. 








“We know of no better beginning for the year 1898 
any business man can make than to subscribe for 
PRINTERS’ INK, the Little Schoolmaster in the Art of 
Advertising. It represents fifty-two doses of the best 
kind of stimulant and business tonic obtainable, at less 
than ten cents per dose. Under its able teachings we 
have increased our business twenty-five per cent. 

“What it has done for us it can do for others. 
Some time, some place there may be a better journal 
edited for advertisers than PrinTERs’ INK, but not, we 
venture to say, while the present master is at the desk.” 

CarRTER Bros., Hardware, Paints and Oils. 
Picton, Ontario, Dec. 18, 1897. 




















The art of increasing a business twen- 
ty-five per cent is a valuable one to 
master, and many a business man 
would be interested in reading the 
little weekly paper of which Messrs. 
The 


influence which helped them is likely 


Carter Bros. speak so highly. 


to benefit others. 


A sample copy of Printers’ INK can be had for 
10 cents. A yearly subscription costs $5. For 
$10 any one may have a paid-up subscription from 
now until the end of the century—that is, until 
January 1, 1901. Address PRINTERS’ INK, 10 
Spruce Street, New York. 
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POTS ~* OOO eo eees 


READY-MADE ADVERTISEMENTS. 
Edited by Wolstan Dixey. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department. 


BOOeeoreeee roses 





The publisher of Zhe Southern| 


Taylor & Hawkins, of Lexington, 


Sportsman, of New Orleans, La., writes | Ky., send me a batch of ads, which 
me: jare only fairly well written and not 


Would you kindly give me your opinion | well displayed at all. But here is one 
ru 


of the inclosed [A ggist’s folder] through 
PrtnTERS’ INK? Iam not an adwriter in the 
full sense of the term, but occasionally have 
to turn my hand to it for a friend or customer. | 
There are two excuses for the half-tone. [A 
portrait of the druggist.) First, the druggist | 
is “‘ rather fair to look upon,’ and second, he 
had political aspirations some time ago and 
circulated a quantity of literature bearing his 
likeness, and I reasoned that a great many 
would read it “ just to see what McDuff was 
up tonow.” As to the undue prominence of 
the trading stamp, the city just now is under 
the influence of the trading stamp habit, and 
I believe it a good thing to attract that class. 
Thanking you in advance for your criticism, 
Iam, Yours, etc., Rost. H. Wiicox. 


I think Mr. Wilcox is correct in his 
reasoning. He follows what I believe | 
is the right idea in advertising—to deal | 
with the conditions just as they are | 
and not with some imaginary state of | 
affairs that doesn’t really exist. 

Advertising must be practical. It is| 
the men who meet circumstances half | 
way who do good advertising. There) 
is no use being bound down by certain | 
set rhles and principles, which, how- 
ever good, may not apply to the par- 
ticular case which you have to deal 
with. 
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Trade Winners 
os + ss oe 





Me~ 5. s oe & 
Gingham, . . . . 4c | 
Cotton Checks, . . 4c 
Bleached Domestic, . 4c 
4-4 Brown Domestic, 4c 
Cheese Cloth,. . . 4c 
Cote, « . « . 
Straw Ticking, . . 5c 
Madras Cloth, . . 5c 
Ladies’ Vests,. . . 6c 
Ladies’ Hose,. . . 5c | 


J. LOWENHAUPT. : | 


une | 














lowe, .. ...-& 





|that seems timely: 





Patriotic 
«~ People 


Who cen not be soldiers nor 
hospital nurses must dis- 
play their patriotism in some 
other way. 

Here’s Their Opportunity, 
Flag Pins—Pretty little U.S. 
and Cuban Flag Pins, sc. 
each; larger Flag Pins, roc. 
each. 

Flag Ribbon 

at 10,15 and asc. per yard. 
Little Silk Flags, unmount- 
ed, at 1, 2 and 3c. each. 

All Sizes 

in Flags at from 5c. to $t.00 
each, 

Army and Navy Button Hat Fins 

Only 5c. each. 
Army and Navy 
Buiton Shirt Waist Sets 
Compiete, only 2sc. 
3ig line of FANCY RIBBONS 
for Sashes and Ties. 


JONES & WILLIAMS, 


45 Ducrow Street. 


“A BIKE BELL 


that rings like an alarm clock—as long 














or as short a time as you wish. It’s 
the Saks continuous ringing bike bell. 
Winds like a watch; is built to stand 
lots of hard usage; weighs little; is 


nicely nickeled. 


PRICE, . . $1.00. 


J. D. GLYNN, | 


62-66 STATE ST. | 
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I print this ad about baby carriages 
here because it is such a good exam- 
ple of how to tell all the particulars 
about some special article, just as you 
would describe it if some one was in 
the store asking questions about it and 
you were trying to sell it. 


Baby 
Carriages. 


Take our $11.00 carriage as an 
example of the values we offer. 
Varnished reed body, uphol- 
stered in pretty and substantial 
Bedford cord, good, serviceable 
silk-finished sateen parasol with 
ruffled edge, rubber tired, tinned 
steel wheels held securely in 
place by the Whitney anti-fric- 
tion wheel fastener and a foot 
brake that works. 

Others at from $6.50 to $23.50. 

Comparison is the best test of 
values. See our carriages and 
compare them and their prices 
with the Lest that’s offered you 
elsewhere. 


C, S. MEADOWS, 


250 Main Street. 
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8th, page 22, Mr. Whitmire has an 
article on this subject that every re- 
tailer ought to read. 

Many advertisers show altogether 
too small cuts. There is no use ina 
cut, anyway, if it isn’t big enough to 
show what you want to show. Lots 
of the room that is thrown away on 
big display lines and white space might 
better be allowed for making the cut 
twice as big as it is. 


| 98 Cent 
Photographs 


Bring your 98c. photos to our 
store and we'll frame them 
for you at 75c., 98c., $1.18. 
Others will charge you from 
$2.00 to $4.50 for frames not 
as good. 

Look in our window and 
compare the frames you see 
there and their prices with 
those offered you elsewhere. 

That’s the test. 


The Danbury Art Store, 
266 Main Street. 
K. P. Firron, Manager. 




















Don’t Buy Ordinary 
Wall Paper 


From a Department Store and 
have your house look like 
everybody else’s. You had 
better look over our stock of 
Special Wall Papers 

aud let us suggest something 
unique and individual for your 
own house. We havea line of 
imported papers that you can 
not find anywhere else in 
town—the cheaper sorts, too, 
~and all of the up-to-date ideas 
in burlaps, denims and decora- 
tive fabrics. 


BLACK & WHITE, 


Interior Decorators, 
413 Bistre Street. 














I have frequently suggested in this 
department the use of cuts to show 
some given article. Retailers can 
often obtain such cuts from the 
jobbers or manufacturers from whom 
they buy the goods. Many of them 
have catalogues in which cuts are 
shown and would be very glad to lend 
them for advertising purposes. Ask 
for them, In PRINTERS’ INK of June 





FOR BARGAINS IN 
Granite Iron Ware 


See our North Window. 
On Friday we will sell 
100 Tea and Coffee Pots 


(Like those advertised by some 
of our would-be competitors at 
29C.), 

AT 10c. EACH. 
300 Genuine Quaker Crimp 
Crust Bread Pans at 10c. each. 


Sampson’s 5c. and 10c. Store, 
1118 MAIN STREET. | 











A good display is almost always very 
simple. It ought to consist of one 
strong feature, not three or four. One 
good picture is enough, or one big 
head-line, or a heavy border, or a dis- 
tinctive trade-mark, or a big block of 
white space, or even a big block of 
plain reading type without any pict- 
ure, border or white space whatever, 
often makes good display. Such a 


patch of gray color as this set down in 
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the midst of a lot of so-called display ! 
ads will usually attract more attention 
than any of them. 

The secret of good display, consid- 
ered merely as display, is in one word 
—contrast—and the point to be thought 
of is the contrast that your.ad will make 
against all the other ads on the page 
or in its neighborhood. If you can 
secure that point so that your ad stands 
out alone among the others, that is all 
you need, 

Drugs. 





J For many ills 
Mankind is heir to 


Plasters 
Potent 


We have had made to our special 
order the best kind that will do 
the work they are built for. If 
you want a plaster of particular 
name we have that also. 
BELLADONNA, CAPSICINE, 
STRENGTHENING, 
BELLADONNA and CAPSICINE, 
KIDNEY, ETC. 


L. W. REHBEIN, 
PRESCRIPTION CHEMIST, 
N. W. Corner Germantown Ave. 
and Somerset St. <7 





Pianos. 





| When 
Kings and 


Barons 


Ruled, the common people 
were not supposed to have 
or wish luxuries. To-day 
the laborer enjoys more lux- 
uries than Royal Plantagen- 
ets ever dreamed of having. 
In these days there is no 
reason why every one should 
not have a Piano, when the 
most reliable ones are sold 
here on payments to suit any 
income. 

J. W. JENKINS’ SONS, 

921-923 MAIN ST. 
Oldest and Largest Music House 
: in the West. 











Look at the papers where your ads are 
to appear. See what all the other ad- 
vertisers are doing in the way of dis- 
play, and do something different. You 
will find most of them are using white 


head-lines. Unless you have a tre- 
mendously big ad you can’t beat them 
at the game of black and white. Try 
gray. That is the general tone of plain 
reading matter, anda good contrast to 
both black and white. 


We do not sell 
WALL PAPER 
by Weight, 


But we sell quantities of it by 
its artistic worth, judged by the 
workmanship and cost. It's the 
beautiful patterns and color 
blendings that show the real 
worth of good paper when upon 
the wall. Let us sell you Wall 
Paper that is a work of art and 
will be pleasing to you as ‘ong 
as you see it. We sell the best 
at reasonable prices. 


CARTER & MASSEY, 
170 Main St., 2d Floor. | 














Any Business. 


AOU Ut 


Of Course 


we have an advantage in 
selling. It is natural that our 
immense business and cash buy- 
ing should give itto us. If you 
are unconvinced and are open 
to conviction, just compare our 
and prices with those of 
other dealers. That is as quick 
a way as we know of to make 
you a patron of ours. 


J. W. JONES & CO., 








4 921 Main Street. 
WW 





Eye Strain Illness | 


Only those who have been re- 

lieved by the use of glasses un- 

derstand what bearing the con- 

dition of the eyes has on the | 
general health. There are chil- 
dren to-day sick because of eye 
strain. ‘Their illness may o 
attributed to other causes, and 
they will go on being sick until 
the TRUE CAUSE be discov- 
ered by the exercise of good 
common sense on the part of the 
parents. If your child com- 
plains of the eyes, see what the 
trouble is—I can tell you--it 
won’t cost you anything, so 
there’s no excuse for negligence. 


Wright, Optic & Co. 








space and heavy black borders and 
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THEY ALL PAID! 


Yet, as is readily seen by the sum- 
mary opposite each paper,’ 
some paid better 
than others. 


wricenent SAME CAN YOU TALK BUSINESS? 


peared in the 

Can you talk it to your neighbors? Can you talk 
Towing list of papers, it to other people whom you may meet? If you can 
a rat Pp distinct and have a little time to spare we can put you in 
eparate fii Stinct the way of making a great deal of money during the 
address of its own, af- winter. Pleasant, respectable and honorable em- 
fo~ding an absolutely Beclusve Absolutely no cash outlay required, 
co ct check on the xclusive territory to good men. room, 

en re list. » P. O Box 301, Indianapolis, 


The figures opposite each paper show the cost of the advertisement, 
number of replies and cost per reply received from each paper. 





. No. Cost PER 

Cost. REPLIES. REPLY. 
Agricultural Epitomist............... $45 00 214 21 cents. 
ED Cee 14 40 58 = 6s 
i oe lite namenanwe 87 80 146 66 
National Stockman and Farmer..., 14 40 54 336 “ 
PPPRCUORL DOPEIEE..o.ociccccesccccesccccce 17 28 63 27 2 “ 
American Agr. :ulturalist 
New England Homestead 60 00 214 28 “ 
Orange Judd Farmer,.............. 
eG OS aaa - 48 00 139 Bi, * 
Home and Farm..............:....0+ 28 80 79 364 * 
Farm and Fireside (both editions), , 86 40 216 40° 
Farm and Home (both editions).... 72 00 171 42 

$424 08 1,354 


AVERAGE COST PER INQUIRY IN ENTIRE LIST, 31 1-3 CTS. 





Speaking of the Agricultural Epitomist.... 


some advertisers have said: ‘‘ Your rates are too high.’’ 
The above record speaks for itself. —R Gem “See -—Gee 


CIRCULATION, 165,000 COPIES. 
ADVERTISING, 75 CENTS PER AGATE LINE. 





Forms Close 10th of Month Preceding Date of Issue. 


AGRICULTURAL EPITOMIST, 


INDIANAPOLIS, IND. 


LOu!/S V. URMY, Or Reliable 
Times Building, New York, Advertising 
Eastern Representative. Agents. 
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Seeing advertisement in the PHILADELPHIA RECORD telling of cures Ripans Tabules 
effected, I take pleasure in stating my case. For six or eight years | suffered from hives, 
"more so in hot weather than in cold, and when the hives would break out | would almost 
go wild and have had to stop work time and again. I used all kinds of washes and reme- 
dies taken inwardly, and doctors tried every way to cure me, but it was money wasted, and 
I suffered from constipation along with hives. One hot day last summer I was at work and 
the hives were at work, too, and the itching b2came so intense I had to stop work. The 
foreman asked what was the matter and I told him the hives were setting me crazy andmy 
head was splitting and I could hardly see. He said: “Try Ripans Tabules. I take them 
and fgel better every day.” I went toa drug store and asked for them. The drugyist 
asked me what was the matter and I told him, and he said: “I have something that will 
cure you without taking Ripans Tabules.” I said never mind, give me a box of Ripans 
Tabules. I got them and started to take one Tabule after each medl, and the effect on the 
bowels was something wonderful. They started to work and in a few days I felt like an- 
other man, and in less than a morith I was able to work every day. The hives left me and 
I have never been troubled with them since. I take a Tabule whenever I feel heavy after 
€ating and they fix me up in two hours. 1 keep a box of ten in my pocket at all times and 
tecommend Ripans Tabules to my friends. I hope this testimonial will be of some benefit 
to those who suffer from constipation. 

1020 Vine St., Philadelphia, Pa., April 26, 1898. GARRETT NAGLE. 


HIVES: WHAT IT IS. 


From the Youth's Companion, May Sth, 1898, 
of a silver dolar or even larger. They | in the greater number of cases they are 
usually last only a few hours or a few | referable to some error in diet. Some 
4» nettle-rash, hardly needs a description, | minutes, but may persist for a day or | people cannot eat shell-fish of any kind 
for there is scarcely any one who bas net | more. Sometimes they keep coming out | without paying for their indiscretion by 
at some time in bis life suffered from it | in eucceasive crops on the same or dif- | an attack of urticaria: others are simi 
more or less. It consista in the xudden | ferent parte of the body. larly affected by aome kinds of berries 
appearance of one or more puffy swell- | ‘The wheals generally dixappear as rap- | or nuts, or by certain drugs. Irritatiou 
ings on the skin, hard, and of a whitish | idly as they a with them disap- | of the skin by ang one ations, -~ h 
pears every sign of the eruption, except, | a8 arnica or iodine, by poixenx, such ae 
or pinkish color, which itch and burn and | perhaps, the marks of the finger-nails | that of the nettle or of certain insects, or 
stirs aggre which the sufferer has dug into his skin | by the underclothing, ag well a« the 
jese wheald may be no larger round | in the vain effort to quiet the itching. — | action of a very low temperature, may 

than « pea. or they may be of the size The causes of hives are aumerous, bat ' also produce an eruption of hives. 





This most distressing eruption, known 
medically as urticaria, and popularly also 














A_new style packet containing TEN RIPANS TABULES fo a paper carton (without giaxs) is now at Grog storee-FOR FIVE 
CENTS. This low-priced sort te fotcuded for the poor and the economical. One dozen of the Ovecent cartons (120 tabules) can be bed by mail 
by sending forty-eight cents to the RIVTANS CHEMICAL COMPANY. No 10 Spruce street. New Yort—or « carteg (TEN TABULER) will be 
sent for ve cents. RIPANS TABULES may also be bad of grocers. general storekerpers, oews agents and ai liquor stores and barber shops. 
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DEPARTMENT 





‘By Charles Austin Bates. 


Readers of PRINTERS’ INK may send to this department advertisements, booklets, cata- 
logues or plans for advertising. As many as possible will receive full, honest, earaest 
criticism. There is no charge for it. PRINTERS’ INK “ pays the freight.” 


OF CRITICISM. 


aaaaadhannnnndinnt. 





Here is some hotel advertising that 
I clipped from the New York Suz: 
ADELPHI 
LIVERPOOL 


Elegant. Magnificent. 
Parisian Restaurant. 
Comforts for Voyagers. 


MIDLAND GRAND 
LONDON. 


(St. Pancras.) 
Convenient for shops and amusements. 
W. TOWLE, Manager. 





It is fairly bad advertising of good 
hotels. I have never been in the Mid- 
land Grand, so I don’t know anything 
about that hotel except as I know that 
anything connected with the Midland 
Railroad in England is good. I do 
know the Adelphi of Liverpool, and I 
believe there is no question that it is 
the best hotel in Liverpool. It has 
more the appearance of an American 
hotel than any others in Liverpool. 

It is different from the others, and 
yet it is advertised in just about the 
same way that they would be adver- 
tised. 

This ad amounts to just about as 
much as a sign. Instead of giving in- 
formation about the hotel it, as a 
matter of fact, simply gives the name 
and location. 

The Adelphi is the hotel in Liver- 
pool to which people go for supper 
after the theater. Just that one point 
would be enough to describe the hotel 
to a great many Americans, and would 
describe it a good deal better than it 
is described in this ad. There are a 
dozen definite and distinct things of 
this kind that can be said about the 
hotel. 

I suppose, of course, that simply 
advertising the name will bring guests. 
It is perfectly natural for a stranger to 
go to the hotel that he has heard the 
most about. He may not always get into 
the best hotel in this way, and that is 





an argument in favor of the best hotel 
advertising adequately and telling why 
it is the best. 
* * 
* 


The R. & W. Jenkinson Co. of 
Pittsburg send for criticism a booklet 
about their stogies. 

It is a handsomely printed booklet 
with rather an odd cover. 

The title is: “ What Stogies Really 
Are,” and the book has the distinct 
advantage of starting right out to tell 
“what stogies really are.” 

The stogie is quite an interesting 
animal when you study it closely, and 
smokers generally ought to find con- 
siderable to interest them in this book- 
let, which I have no doubt will be sent 
to any one who asks for it. 

The following matter, which ap- 
pears on the first two pages of the 
book, gives an idea of its general style : 

Lots of people think the Pittsburg stogie is 
an apology for a smoke—a makeshift: popular 
with boys who can’t stand a real cigar, and 
very poor or very penurious people who buy 
them because they are so cheap. 

Nothing could be further from the facts of 
the case. A good stogie is jugt as good a 
smoke as a good cigar. It ismade of the same 
kind of tobacco, Its cheapness is due to the 
fact that it is smaller than a cigar and is made 
with less regard for appearance. A very large 
percentage of the cost of a cigar lies in the 
amount of work it takes to make it look pretty, 
and its costly box and label. A stogie 1s sim- 
ply a rough, cheaply and quickly made cigar. 
A workman can make severa! stogies while he 
would be getting one cigar into shape. 

Stogies are just as popular among mill- 
ionaires as among laboring men. When aman 
finds how good a smoke a good stogie is, he 
buys them because they suit him better than 
anything else, not because they cost little. In 
Pittsburg nearly everybody smokes them— 
Pittsburg people understand them. In New 
York, where the stogie has recently become 
highly popular, the bulk of the trade is in the 
big cigar stores in the down-town business dis- 
trict, where they are high favorites with bank- 
ers, brokers and prosperous business men. 
Comparatively few are sold among the poor on 
the East ae are slower to discover and 
appreciate a good thing. 


* * 
* 

Cc. A. Wakeman of Oshkosh, Wis., 
advertises perfumes in a little eight- 
page booklet. 

The title is, “ Did It Ever Occur to 
You ?” 

I might almost say that that was the 
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text of the booklet as well as the title, 
because most of the space is taken up 
with a repetition of that question. 
However, the repeating is well done, 
and I believe the impression made _ by 
the little booklet is sure to be pleasant 
and favorable. 


Did it ever oceur to you that 
people won’t go on forever paying for lasting 
perfume (that they do not get) without suggest- 
ing that the dealer is working them because he 
has their confidence? 

dit ever occur to you? Im- 
ported Pansy is lasting perfume. Sample bot- 
tle roc. Oz. 50 

Did it ever occur to you that for 
the past two years we have had the perfume 
trade of the town and the confidence of the peo- 
ple just because we sell perfume that is lasting ? 

Did it ever occur to you ? Trailing 
Arbutus is lasting perfume. Sample bottle roc. 
Oz. 50c. 

Did it ever occur to you that 
when you buy perfume from us it is the lasting 
kind, and if at any time you buy perfume of 
us that is not satisfactory that we buy it back. 

Did it ever occur to you? En- 
glish Jack Rose is lasting perfume. Sample 
bottle 15c., oz. 75¢. 

Did it ever occur to you that you 
can save yourself trouble and money by buying 
your perfume of us. Select any one of our 
eaders and you have a lasting perfume. 

Did it ever occur to you? Royal 
English Violet is lasting perfume. Sample bot- 
tle 15c., 0z. 75¢. 


* * 
-  * 





A correspondent says : 

Will you not give some space to the question 
as to the proper relation which demonstrations 
should bear to advertising in the introduction 
of a new article? We know that we will be 
pleased to hear what you will have to say on 
this subject, and feel sure that many others 
of your readers will be alike pleased. 

A demonstration is the real thing. 

The nearer an advertisement be- 
comes a demonstration the better ad- 
vertisement it is. 

Theré is no advertising so good as 
showing the actual goods to possible 
customers. 

If a man has a very desirable article 
that his next-door neighbor really 
needs, about all he need do is to show 
it to the neighbor and tell him what it 
is good for and quote a reasonable 
price on it. 

That is a demonstration. 

Making biscuits out of Mr. Tarter’s 
Cream Baking Powder and feeding 
them to hungry women in a depart- 
ment store is just another form of the 
same operation. 

A demonstration should be really a 
demonstration and not simply a show. 
Otherwise it is like an ad that is simply 
an example of good display. The ob- 
ject of the demonstration is to give 
people information about some desir- 


able article, and to give it to them 
in the most vivid sort of way. 
This is also the object of anad. The 
more nearly either comes to perfectly 
accomplishing this purpose, the more 
profitable it will be. 

Only yesterday I was talking to the 
head of one of the. largest export 
houses in New York. He told me 
that an American manufacturer of 
hatchets and axes came to him not 
long ago and said that he had spent 
several thousand dollars in advertising 
his product in Australia and that he 
hadn’t sold a dollar’s worth of goods 
there. 

The exporter suggested that the 
manufacturer send to him a dozen 
cases of his hatchets and that he be 
allowed to send them gratuitously in 
his next shipments to his Australian 
customers—a case to each house. He 
said, “Let these people do whatever 
they please with the hatchets. If they 
give them to their customers, as I shall 
strongly advise, it will show just what 
the goods are. If they prefer to put 
them on the shelves and sell them to 
their customers, so much the better, 
because then they will have to push 
them and talk them.” 

The plan was tried and now thereis 
a steady, regular demand in Australia 
for these axes and hatchets. 

They were introduced by a demon- 
stration. 

Possibly, and even probably, they 
could not have been introduced so 
readily by this demonstration if the 
previous advertising had not paved 
the way for it. The two things go 
pretty closely together, but if one pre- 
cedes the other, the advertising should 
come first. 





* 
* 


A correspondent says: 

“Ts this a well-designed and worded 
ad? It is bringing business. What 
changes would you suggest ?” 

I wouldn’t suggest any changes. If 
an ad is bringing business let it alone. 
Don’t change it at all. There are such 
a lot of ads that don’t bring business 
that when you find one which actually 
does bring in money you needn't tinker 
with it to try and improve it—it’s good 
enough. 

* * 
* 

T can’t help it. 

Rogers, Peet & Co. continue to do 
the best advertising I see in their line. 

Just for the sake of variety I would 
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rather reproduce and compliment 
something else, but I don’t see any- 
thing else as good. 

Here is a good, seasonable ad that 
ought to contain suggestions for other 
clothiers : 

Our straw hat business is described in a jiffy : 
Same grade and same kinds of strawas kept by 
the very best hatters. 

In variety, you get no advantage buying here ; 
but you get the same hats for less money, and 
our assurance that if anything goes wrong dur- 
ing the “‘ life ” of the hat—you get your money 
back. 

Caps. 

Won’t blow off ; can be knocked off without 
harm ; can be crushed and put in your pocket. 

50 cents to $1.50. 

Outing Suits. 

Flannel golf trousers in new grays. Perfect 
beauties and what’s more, in perfect taste. 

To clubs we’ll send a representative with a 
bag full of samples and a head full of informa- 
tion. 

Trousers, $4.50, $6 and $7.50. 

Red Coats, $9. 

Rocers, Peet & Co. 

This ad is an example, however, of 
what I have said before. It is com- 
paratively easy to advertise such a 
store. 

Rogers, Peet & Co. have enterprise 
enough to send a representative with 
samples and information to golf clubs. 
Few stores have thought of doing 
this. It is a point of superiority that 
gives the advertising man something 
pertinent to talk about—and he talks 
about it well. 


* 
* 


As a showing that people are pretty 
much alike all over the world and that 
the Christian Tlerald circulates all 
over the world, I submit the following 
letter: 

THE EXCHANGE. l 
Cawwnpore, N. W. P. India, April 20, 1898. § 
The R. & G. Corset Co., 369 Broadway, New 

York: 

Dear Strs—Referring to your advertise- 
ment in the Christian HTerald of March 16, 
page 240, we write to ask if you would like to 
advertise your goods in our Cawnfpore FE x- 
change Gazette, which has a large free circula- 
tion both locally and by post to the principal 
stations all over India and in Upper ent as 
faras Mandalay. We will give you the last 
page of our Gazette for your advertisements, 
and will accept your own terms, and will re- 
ceive the same in kind, none dearer than one 
dollar each, and if you will send us a stereo- 
plate of your advertisements, same as in the 
‘C. H.,’’ it will be more acceptable. The 
goods in payment of the ads for one year can 
be shipped either to Calcutta or Bombay by an 
early vessel. “You will see by a half sheet of 
our Gazette of Sept. 14, 1896, sent with our is- 
sue of this week, that we are dealing in these 
goods, and have had the “ W. F. Corsets ” 
from England, but of which we are now nearly 
sold out. Of course, if you advertise with us, 
and pay us for it in kind, we will give you an 
undertaking, and promise that we will not deal 
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in any other corsets but yours, so long as you 
advertise with us. Trusting this will have your 
favorable consideration and prove to our mut- 
ual benefit, we are yours faithfully, 

Surrcore & Co. 
CAWNPORE EXCHANGE GAZETTE, 

Published every Monday and circulated free 
both locally andall over India, and as far as 
Mandalay in Upper Burma. 

Casual advertisements at per inch one rupee, 
in double column measure. No advertisement 
however small will be inserted under one rupee. 

Voucher copies will sent post free regu- 
larly to all advertisers both in India and in 
England. Suircore & Co., Proprietors. 

Cawnpore, Oct. 1, 1897. 

The rate card of the Cawnpore Ex- 
change Gazette is not so very different 
from the ordinary American rate card; 
there is a beautiful generality about 
the circulation statements that is very 
homelike. 

It seems that the illustrating idea 
has reached India, but the following 
advertisement from the Gazette shows 
that illustrators over there are not yet 
distinctly specialists : 


ORDER YOUR BLOCKS. 


If you want to nicely illustrate your Cata- 
logues or Books, send your orders for “‘ wood 
engraving ”’ and “‘ Electrotyping ”’ to us, for 
we are not only cheap but nice and quick. 

German-Silver and Brass Badges, Stencils, 
Steel Punches, Door Plates, etc., are made to 
order. 

Rubber Stamps of various descriptions and 
designs are nicely and cheaply executed. _Esti- 
mates free on application. 

L. M. SHAHA & CO., ENGRAVERs, 
44 Bhowani Churn Dutt’s Street, Catcurta. 

(1646) 4. /. 0. 

1 

A. C. Berryman, of Madras, has 
what is easily the most showy and at- 
tractive advertisement in the paper. 
It has an illustration and a border, 
and, as I happen to know, is printed 
from an electrotype made by Printers’ 
Ink Press. The advertisement itself 
was written and designed bya New 
York advertisement writer. 

The text of the ad is as follows: 


Don’t Be Blind. 


Don’t refuse to believe in a thing till you’ve 
tried it. Thousands of people suffer the inde- 
scribable tortures of Rheumatism because they 
have never heard of 


Little’s Oriental Balm 


or because they are blind to their own interest 
and refuse to try it. It is a most marvelous 
pain killer and relieves rheumatic aches al- 
most instantly: It soothes the nerves, allays 
inflammation of the flesh and quickly pene- 
trates to the bones themselves. There is no 
reason why any one should suffer with Rheu- 
matism if they have Re. 1 to pay for a bottle 
of this unfailing remedy. Sold by all chemists 


and by 
A. C. BERRYMAN, 
Head Office 17 Jones St, MADRAS, 
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One Fact 


is better than 
a world of theory. 


The FACT our patrons get 
RESULTS is the cause of 
the large volume of busi- 
ness in 


BOYCE’S MONTHLY 


MONTHLY, 500,000 COPIES. 


SLESLELLLLL LFS 


o-oo 


$1.60 per agate line per issue. 


I BOYCE’S WEEKLIES 


WEEKLY. 600,000 COPIES. 


$1.60 per agate line per issue. 


Ask any advertiser or agency 
about these papers. If they 
have used them they will say 
they got results. 


W. D. BOYCE CO, 


Have you Boyce Building, 
read 


* THE HUvSTLER? CHICAGO. 
? 
ee 
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ANOTHER BEAT 
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NewYork Journal 


w AND. ADVERTISER -- 
» Mew. R. HEARST 
as 


is “ey 
SUMMER RESORT 
NUMBER 


Which contained more Summer Resort 
Hotel Advertising than was ever printed 
in any one issue by any New York 


morning newspaper. 
























































